is displaying a full line of electrical appliances as the most — 
welcome of wedding gifts—swank, glittering and practical. 
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FIRST TO MAKE A FULL LINE OF WHITE 
FIRST TO MAKE A SPIRAL AGITATOR = 
FIRST TO OFFER A CALIBRATED PRESSURE a 
“@ FIRST TO OFFER A DOME-SHAPED FLUTED TUB 
@ FIRST TO OFFER A NON-BREAKABLE RUBBER PLUG 


TO BE A LEADER BE FIRST! 


Be the Yinad in your town to display the New Beautiful 
Amex Washers:+:and youll Lead your town in Washer scles 


DOUBLE DASHER AGITATO 


EN you first see and inspect the new, strikingly beautiful Apex 
Wii. of white washers, you'll instantly agree that Apex has again 
advanced its leadership. Never content to rest upon past laurels, Apex 
engineers and designers now give you the most beautiful, most salable, 
most durable, dependable, and serviceable washer ever made by 
Apex in its entire 24 years of appliance manufacture. e We invite ag- 
gressive dealers to participate with Apex in leadership, to participate in 
larger appliance sales and profits. Write today for franchise particulars. 
APEX ROTAREX CORPORATION ~- Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING CO. 


West of Denver: APEX ROTAREX MFG. CO. In Canada: ROGERS MAJESTIC CORP., LTD. 
Oakland, California Toronto, Ontario 
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NE of the real spark plugs in 

this industry who has been 

actively promoting the sale 
of electrical equipment in the new 
residential building told this writer 
recently that building prospects were 
not so rosy as they had_ been 
earlier in the year. Rumors relayed 
to him from a number of sources had 
it that increased wage demands were 
sending building costs up so rapidly 
that residential building was falling 
off. This would be serious if true. 

But a study of the reports on 
residential building does not confirm 
any such pessimism. In fact, they 
show the reverse to be the case. For 
the first four months of 1937, resi- 
dential building contracts awarded in 
37 states, shown by the Dodge re- 
ports, aggregate roughly three hun- 
dred and forty million dollars against 
one hundred ninety-one million dol- 
lars for the corresponding period of 
1936—an increase of 78 per cent, and 
an increase of 200 per cent over the 
corresponding period of 1935. Fur- 
thermore, the Federal Home Loan 
Bank reporting for cities of ten thou- 
sand population and over shows for 
the first three months period an in- 
crease of 73 per cent in dollar value 
over the corresponding 1936 period—a 
substantial confirmation of the Dodge 
figures. 

Like a lot of other rumors then, 
this one that the building market was 
petering out is refuted by the figures. 
There is every indication that accu- 
mulated demand for housing is making 
itself effectively felt in providing a 
great opportunity for the electrical in- 
dustry, not only for immediate large 


volume sales of appliances, but also for 
the insurance of an even greater mar- 
ket in the future through the provision 
of adequate wiring. 


AJOR appliances are selling on 

a boom scale and manufac- 
turers in some lines are unable to 
keep up with demand. 

Reports for the first four months 
of 1937 on sales of major appliances, 
printed on pages 6 and 7 of this issue, 
show this trend in all appliances. 

Refrigerator sales for the first four 
months, as reported by the Edison 
Electric Institute, are larger than for 
any full year up to 1934, reaching the 
amazing total of one million one 
hundred and five thousand units. Not 
only are unit sales up, but a trend 
toward the purchase of larger capacity 
boxes is clearly indicated. The Na- 
tional Electrical Manufacturers’ As- 
sociation reports show that for the 
four months of 1937, 57 per cent of 
the total sales were for refrigerators 
of 6 ft. capacity and greater. This 
compares with 53 per cent of the 
total sales in the same capacities for 
1936. Prices are moderately up. The 
trend toward the purchase of the 
larger capacity refrigerators testifies 
to the effectiveness of the sales and 
promotional work that has been done 
to induce the buyer to invest in the 
larger capacity box, and the growing 
acceptance on the part of the buying 
public of our story of savings through 
quantity buying and storage in the 
refrigerator. It is also an indication 
of increased purchasing power. With 
more money to spend, the public is 
not only buying more of our goods, 


Merchandising Month 


but buying larger and more expensive 
merchandise. 

This tendency is also clearly shown 
in the washer figures, Sales of 
washers with a retail value below $50 
were 27 per cent of the total in 1936 
and fell to 24 per cent of the total 
in 1937. Washers in the $50 to $70 
retail range represent 43 per cent of 
the total sales in 1937, whereas in 
1936 washers within this price range 
were 49 per cent of the total. The 
trend toward higher priced washers 
becomes apparent then, when we see 
that washers valued at $70 and over, 
averaging $94.82 each, represent 33.48 
per cent of the total sales in 1937 as 
against only 23.62 per cent in 1936. 

Volume in washers is also up. Elec- 
tric washers are 15.5 per cent ahead of 
1936 for the four months period and 
gas engine washers 3.66 per cent 
ahead. Ironers are keeping about the 
same relation to washer sales as in 
former years. One ironer to ten 
washers which is not enough. This 
wonderful appliance with its great 
potential market in washer equipped 
homes still can’t seem to get going. 


ARGEST advance in percentage 
of sales is shown by electric 
ranges. Unit gain for four months 
is 55.7 per cent against 1936. Average 
price has also risen and the dollar 
value of manufacturers billing is 58.9 
per cent higher than a year ago. And 
the electric range is just barely getting 
into its stride. Queen of the kitchen, 
its future is assured and splendid. 


Eprtor 
; 

McGRAW-HILL PUBLISHING COMPANY , INC. Publication Office, 99-129 North Broadway, Albany, N. Y. Editorial 
and Executive Offices, 330 West 42nd St., New York, N. Y. j 
JAMES 2. MeGaaw. Jr. MALCOLM Murr James H. McGraw Electrical Merchandising, June, 1937, Vol. 57, No. 6. Published monthly. Price 25¢c a copy. Subscription rates— j 

nan President Honorary Chairman Ly ~ Meniee ana Central American countries, $2.00 a year. All other countries, $4.00 a year or 

ae shillings. Entered as second-class matter August, 22, 1936, at Post Office, Albany, N. Y., under the Act of March 3, 

——. age B. BR. PuTNam D. C. MoGraw 1879. Printed in U.S.A. Cable Address ‘‘McGrawhill, New York.’” Member A.B.P, Member of A.B.C. Copyright, 

ce-President Treasurer Secretary 1987, by McGraw-Hill Publishing Co,, Inc., 330 West 42nd St., New York, N. Y. 


‘ 
L 24 1948 
J 
{ 
\. 
| 
‘ 
) 
: 
= 
i 
2 
| 
al 
| 
| 


Electrical 
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By Laurence Wray 


N THE electrical industry, the 

speculative builder is looked upon 

with a fishy eye as a bird who 
would chisel a couple of feet of wire 
out of a house if he thought he could 
save a nickel on the construction cost. 
And there’s a-plenty slapping up 
cardboard houses today who would 
qualify in any corner cutting compe- 
Sut there are signs that many 
of the more respectable builders are 
seeing the light. They are spending 
to sell. Instead of seeing how little 
they can put into their houses before 
the innocent buyer comes along with 
a down payment and a hankering to 
take on a mortgage, they are seeing 
how much they can build into the 
house—tacking it on the finished 
price, of course,—to speed the selling 
process. 

Gadgets sell automobiles. 
gadgets sell houses. And they do— 
in ever-increasing numbers. And 
electrical gadgets just about top the 
list when it comes to value delivered 
to the buyer and eye-appeal in getting 
the signature on the dotted line. 

There’s rash of building going on 


tition. 


Ergo, 


PAGE 2 


all over the country. Every com- 
munity is building its share of the 
425,000 or so houses that will be put 
up this year and they will be just as 
busy next year putting up an addi- 
tional half-million. Most this 
activity is being carried on by specula- 
tive builders. And when the specula- 
tive builder begins to get the electri- 
cal idea, it isn’t hard to see how an 
impressive lot of appliances can be 
sold. 

We'd like to tell you briefly about 
one builder who not only knows the 


High Priced Homes 


value of the part electrical equip- 
ment plays in selling his houses but 
has taught the electrical industry a 
few tricks in publicizing the benefits. 
We have talked about “packaged com- 
fort” and “packaged livability” as ap- 
plied to the electrical home. But it 
remained for the genius of Bill Levitt 
on Long Island to dramatize his latest 
electrical home by wrapping it com- 
pletely in cellophane and zipping the 
cover of the package before some 
pop-eyed thousands at the opening. 
Bill Levitt is only half the com- 


bination. His brother Alfred is the 
other half and they are the 30- and 
27-year old sons who make up the 
latter half of the Levitt & Sons, 
creators of Strathmore-at-Manhasset 
on Long Island’s North Shore. They 
have over a thousand houses to their 
credit and are building them now at 
such a rate that they will have 
doubled that in something over an- 
other year’s time. They are not cheap 
houses, either. Prices begin at $8,990 
and soar upward to around the 
$25,000 mark. That doesn’t seem to 
make any difference to their custo- 
mers. They come out and see and 
stay to buy. And mostly because the 
houses, while solidly built of good 
materials, have something different. 


That something different is electrical 
equipment—air conditioning, complete 
electrical kitchens with refrigerators, 
ranges, clocks, exhaust fans, modern 
lighting, plenty of outlets, dishwash- 
(Please turn to page 24) 


William Levitt, the builder, presides ct 
the opening of the “Cellophane House ct 
Strath 


t, Long Island. 


On the left, workman may be seen putting 
the cellophane in place on the mode 
home opened at Strath e-at-Manh t 
Regular sail-makers were employed for 
the big job. 


Top left is a view of the electric kitchen 
in the Levitt's “Metropolitan Home” ct 
Manhasset. This kitchen is typical o/ 
those being built into the new homes by 
this up-to-date builder. 
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Low Cost 


In the smallest units, the three room homes, the kitchens (12 ft. by 7 ft. 4 in.) 
also serve as the dinett. (Plan below) When guests are invited for dinner, they 
are served in the living room. The chairs normally used in the dinette are the 
same design as other straight chairs used through the house, so that additional 
seats can be supplied from the bedroom. 


By John S. Bartlett 


HETHER or not we agree 

with the principle of Govern- 

ment in business, the’ experi- 
ment in low-cost housing through 
Resettlement Administration holds 
many lessons, both for the public 
which is investing in homes, and for 
the electrical industry. 

The project nearest completion is 
Greenbelt, just outside of Washington. 
Complete plans contemplate roads and 
utilities, as well as homes, for 4,000 
families with present building to ac- 
commodate 1,000 families: 167 build- 
ings, each housing 3, 4 and 5 families 
in from 3 to 6 rooms, and 11 multi- 
family buildings taking care of 288 
families in apartments of approxi- 
mately the same sizes. It is expected 
that the monthly rentals for each 
family will vary from $30.00 to $50.00 
and will include water, heat, light and 
also electric refrigeration and electric 
cooking. Homes are available only 
for families having annual incomes 
between $1200 and $2000. These 
homes are to be occupied by Mr. and 


Most of the families provided for in the 
Greenbelt project will be housed in build- 
ings equipped for three-, four- and five- 
family occupancy. On the right is one of 
the flat-roofed type. All are well-insulated 
and equipped with the most modern and 
fire-proof materials. 


Housing 


This modern kitchen is typical of those supplied to the six room family units. 
It is 12 ft. by 7 ft. 6 in., equipped with electric range, electric refrigerator (not 
installed when photo was made), convenience outlet at the working space, metal 
cabinets and porcelain sink in which facilities are provided for light laundry 
work. (Plan below) 


v 


Mrs. Average Citizen; by the kind of 
people which make up the vast per- 
centage of the market for electrical 
appliances. 

The following, from the principles 
of the basic program upon which this 
experiment was created, is particularly 
significant, “... the community to 
be designed for families of predomi- 
nantly modest income, and arranged 
and administered so as to encourage 
that kind of family and community 
life which will be better than they 
now enjoy...” Doesn’t that sound 
like the pronouncement of a merchan- 
dising program by an electrical manu- 
facturer; a statement of his market 
for the next few years and of his basic 
appeal to that market? 

Probably the most important con- 
sideration in the creation of this en- 
tire project was the realization that 
homes of today must go far beyond 
mere combination of brick and stone 
and cold architectural blue prints. To- 
day they must be viewed in terms of 
people, of living, of health and of 
contentment rather than in terms only 
of four walls and a place to hang a 
al hat. Not many years from now we 
; > i will consider it as unthinking to plan 

4 a home without a complete comple- 
ment of electrical servants, built into 
the original structure, as we would 
think it impossible today to build a 
home without electric lights. And yet, 
all but a negligible percentage of new 
residence construction by private 
(Please turn to page 11) 


PAGE 3 


| 
i 
| 
e 
v 
set. a pone 
for 


Women Initiate 


Men Decide... 


She must be turned into a 
salesmanon her husband. If 
we give her the arguments 
she will give him the works 


ABOVE 
Appeal to her vanity. Women 


love to show off. From face 
creams to refrigerators she buys 
a talkable difference that will 
make her purchase better than 
owned by her friends. 


RIGHT 


Women are annoyed by too 
much door bell ringing but do 
like to answer the phone. 


OPPOSITE PAGE 


Spring is the time the urge to 
buy is paramount. 


Something Abou 


HIS is the time of year when 

the average homemaker wants 

most to “love, honor and dis- 
play.” The “what is so rare as a day 
in June” feeling seeps into her blood. 
She is far more emotionally alive. 
Winter fears melt away under the 
buoyancy of a warm, bright sun. 
Feeling more loving and being more 
lovable, she finds it easier to persu- 
ade her husband to consent to new 
purchases. In tune with awakening 
nature around her, she has a stronger 
urge to show off. The garden, flow- 
ers, shrubbery and trees of her home 
seem so freshly beautiful that she is 
stimulated to home improvements; to 
a desire for the new, particularly 
when Spring housecleaning has un- 
covered so many dissatisfactions with 
the old, the tattered, the torn. 

Spring is a much more active, glad- 
Cooped up all 
winter, the housewife yearns for a 
chance to get out during balmy Spring 
days. Nothing is a more universally 
relished out-door sport among women 
than shopping. At no other period 
ot the year does she get such a thrill 
in looking around, in being down- 
town, in visiting the store, or win- 
dow shopping. Catch her interest dur- 
ing this period. She is more sus- 
ceptible, reacts faster, puts up less 
resistance, requires less selling argu- 
ment, because she is more emotionally 
positive of her needs and her ability 
to convince her husband; which is 
certainly a point which no salesman 
can afford to neglect. 

Che fact that the woman initiates 
the purchase while the man decides it, 
must always be kept in mind in ap- 
pliance selling. In some other fields, 


some time of year. 


such as the automobile, the reverse 
is true. Our success depends upon 
skillfully turning her into a sales- 
man on her husband. Most appli- 
ance sales are actually closed in the 
bedroom as the mellow moon paints 
its romantic shimmer against the fur- 
ther wall. Caught in that predica- 
ment, a man will say “yes” to any- 
thing, but, of course as salesmen, that 
is the one closing room we haven't 
access to, so we must make her want 


and know and wish enough to do 
much of our selling for us there. Ii 
we give her the arguments, she will 
give him the works’ But it is well 
to remember that the smartest psy- 
chology at this thrilling season is to 
employ those basic arguments which 
the feminine prospect likes to hear. 
It may be a far cry from romance 
and June moons to a prize fish story 
—but let me make my point. I am 
indebted to my good friend, A. W. 
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She realizes more keenly 
in summer that her 
home is out of date — 
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Morrison, McGraw-Hill’s general cir- 
culation manager, for this whopper. 
“Morry” has a champion fisherman 
friend on Long Island, noted for his 
ability to get a full catch of the big- 
gest and best — rain or shine — even 
when they won't bite for the coun- 
try’s No. 1 angler. Asked contiden- 
tially, the reason for his fishing prow- 
ess, he said that he always made a 
practice of cutting a few open to see 
what they had been eating. His con- 


stant success came irom using the 
kind of bait the fish liked best each 
week of the season. There’s a sales 
Unfortunately, we can't dis- 
sect appliance prospects to see what 
they like, but we can spend consid- 
erable time in segregating the most 
telling arguments that will appeal to 
the Spring buying urge of the femi- 
nine mind. We have the greatest 
chance to clean up in the weeks ahead 
if we use the right bait, apply our 


lesson! 


ELECTRICAL MERCHANDISING—JUNE, 1937 


By G. E. 


selling knowledge soundly and deter- 
mine to bring the good story oi better 
living to a greater number of house- 
wives than ever before. 

No one in the selling field needs 
a more thorough understanding of 
feminine psychology than does the ap- 
pliance salesman, and particularly at 
this time of year. One of the great 
inconsistencies is that better than 90 
per cent of appliance salesmen. still 
attempt to persuade the woman with 


EWING GALLOWAY 


STEDMAN 


thoroughly masculine appeals. There 
is, perhaps, no greater cause for the 
low percentage of closures to pros- 
pects than this. Among this great 
group of personal friends of mine, 
the country over, with hardly a va- 
riation, | have found those who have 
hung up great June and July selling 
records to be particularly capable in 
selling the woman. Let me provide 
a few practical pointers, easily ap- 
plied. If you put them to use pronto 
you can surely expect your most suc- 
cessful selling season, starting right 
now! Permit me to contrast certain 
prime differences between the male 
and the sweeter of the species—her 
royal highness, the American house- 
wife. In doing so, I shall hold to 
generic differences. Individual women 
will sometimes think, “I am not like 
that,” but underneath it all, they are. 
The desire for change is a disease 
among women while men love stabil- 
ity. Women change brand _ fidelity 
fast, men cling to what has _ been 
satisfactory. Variety, diversity, un- 
usuality are particularly strong emo- 
tional appeals during the Springtime, 
for then the woman is most highly 
suggestible with a more open mind 
on everything. She is eager to adopt 
anything new—new inventions, new 
designs or styles, new manners of liv- 
ing. She has an abhorrence for the 
old, the out-of-date. What is “smart,” 
the “vogue,” the “latest,” she en- 
thusiastically endorses. Give her 
some news about your products. 
Woman is emotionally impetuous. 
She reacts rapidly to hunches and 
quite as swiftly turns cold. A buy- 
ing interest flames fast with her, while 


(Please turn to page 55) 
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HOUSEHOLD ELECTRIC REFRIGERATOR SALES 
Jan.-Mar. 1937 vs. Jan.-Mar. 1936 


VACUUM CLEANERS 


Business was exceptionally good for the 
vacuum cleaner industry in the last two 
months, April unit sales of floor cleaners 
amounted to 34.4% above April 1936 and 
77.1% above April 1935—while the March 
record of increase surpassed March 1936 
by 29.9% and March 1935 by 63.3%. With 
these gains at hand, the total volume for 
the four months showed a rise of 30.1% 
over the same months of 1936. 

With hand cleaners a similar note- 
worthy record was achieved. April sales 
were up 69.1% over April 1936 and 
60.2% over April 1935, while March ran 
45.8% above March 1936 and 789% 
above March 1935. 

Following estimates of industry sales 
come from the Vacuum Cleaner Manu- 
facturers Association: 

APR. 1937 .... 140,516 floor cleaners & 
50,020 hand cleaners 
104,559 floor cleaners & 
29,588 hand cleaners 
148,113 floor cleaners & 
52,301 hand cleaners 
Mar. 114,001 floor cleaners & 
35,878 hand cleaners 
4 Mos. 1937.... 493,472 floor cleaners & 
4 Mos. 1936.... 


MAR. 1937 .... 


173,318 hand cleaners 
379,377 floor cleaners & 
114,234 hand cleaners 


WASHERS 


With sales of household electric wash- 
ers up 11.70% in March and 26.66% in 
April, the four months’ accumulated vol- 
ume is reported to be 15.50% ahead of 
the 1936 comparative. Following are esti- 
mates of industry sales compiled by the 
American Washing Machine Manufac- 
turers’ Association: 


165,957 washers 
Sen 152,624 washers 


The increase in washer sales in the 
four months of 1937, contrasted with the 
same period of 1936, takes on greater 
significance as the volume is broken down 
by price classifications, inasmuch as it is 
the expensive washers that have made 
the greatest strides. As indicated in the 
above chart, there has been an in- 
crease of 63.67% in unit sales of models 
retailing for $70 and over. Since the av- 
erage retail price of washers in this 
group dropped from $98.68 in 1936 to 
$94.82 in 1937, the total increase in re- 
tail volume amounted to only 57.25%. 

Among the models retailing from $50 
to $69.99, the unit gain was 1.48%, total 
retail value gain 2.78%, with the average 
price yielding $63 in 1937 compared with 
$62.20 in 1936. 

In the $40 to $49.99 group, a drop of 
7.95% in 1937 unit sales resulted in a 
decrease of 19.94% in total retail vol- 
ume, with the average price shrinking 
from $48.64 in 1936 to $48.05 in 1937. 

Among the inexpensive washers, those 
retailing below $40, the unit increase fell 
off 2.74% while the total retail volume 
tumbled 7.599¢—the average price having 


Sales 


IRONERS 


Following a decrease of 5.95% in 
ironer business of March 1937 versus 
March 1936, sales veered upward again 
in April and progressed 16.48% beyond 
April 1936. This, together with the Jan- 
uary increase of 19.08% and the Febru- 
ary increase of 15.57%, brought the ace 
cumulated unit volume of the four months 
up 9.50% over the same months of 1935. 
Following are records of industry ironer 
sales compiled by the American Washing 
Machine Manufacturers’ Association: 


15,446 troners 
20,086 ironers 
Mar. 1936 troners 
68,879 ironers 
61,988 ironers 
Saturation, January 1937—1,192,002 


homes, or 5.5% of total wired homes. 


Ranges 


5lmportant gains of 35.6% in April and 
52.5% in March in unit sales of house- 
hold electric ranges by the 12 companies 
constituting the NEMA membership were 
noted in the monthly compilations of 
NEMA comparing 1937 business with 
that of 1936. It was also noted in the 
NEMA reports that the unit gain for the 
four months was but 55.7% compared 
with the dollar advance of 58.9%. This 
was due to the rise in average price, at 
manufacturers’ value, from $69.51 in 1936 
to $70.96 in 1937. 


APR. 1937.. 44,087 ranges, valued* at 
,159,147 

Apr. 1936.. 32,502 ranges, valued at 
$2,213,054 


MAR. 1937.. 47,543 + valued at 

Mar. 1936.. 31,176 ranges, valued at 
$2,190,015 

4 Mos. 1937. 142,333 ranges, valued at 
1 


4 Mos. 1936. 91,436 ranges, valued at 


$6,355,612 
* Manufacturers’, not retail, value. 
Saturation, January 1937—1,735,450 


homes, or 7.9% of total wired homes. 


IES LAMPS 


According to figures released by the 
Electrical Testing Laboratories showing 
the number of base tags issued, sales of 
IES lamps in April were 114.45% in 
excess of April 1936 and 432.35% above 
April 1935. For the four months’ period 
the total gain in base tags issued 
amounted to 54.65% over the correspond- 
ing period of 1936 and 59.95% over 1935. 


APR. 1937..... 45,250 IES Base Tags 


ae 21100 IES Base Tags 
4 MOS. 1937..... 241,850 IES Base Tags 
4Mos. 1936..... 156,379 IES Base Tags 


Further data from ETL indicates that 


Number Number Increase Gainor 
Sold Sold 1937 over Loss over 
1937 1936 1936 National 

TOTAL UNITED STATES . 769,705 570,959 34.81 
2,221 2.111 5.21 —29.60 
Massachusetts 36,06! 22,576 59.73 +24.92 
Connecticut 17,016 8,995 89.17 +54.36 
TOTAL NEW ENGLAND........... 65,201 40,416 61.32 +2651 
New York 77,960 57,959 34.51 — 230 
30,380 26,782 13.43 —21.38 
70,396 48,506 45.13 + 10.32 
TOTAL MIDDLE ATLANTIC........ 178,736 133,247 34.14 — 67 
eka 54,918 32,994 66.45 +31.64 
19,440 9,624 101.99 +67.18 
TOTAL EAST NORTH CENTRAL.... 194,282 122,103 59.11 +24.30 
Minnesota 13,409 8,568 56.50 +21.69 
Missouri 24,718 20,201 22.36 —1!2.45 
1,573 1,442 9.08 —25.73 
2,163 1,972 9.68 —25.13 
9,759 7,965 22.52 —12.29 
TOTAL WEST NORTH CENTRAL.... 72,770 55,219 31.78 — 3.03 
1,473 991 48.64 + 13.83 
Maryland 8,883 6,691 32.76 — 2.05 
District of Columbia. . 4,698 5.280 —I11.02 —45.83 
Virginia 10.974 8.478 29.44 — 5.37 
North Carolina ................. 15,303 11,073 38.20 + 3.39 
5.310 42.86 + 8.05 
TOTAL SOUTH ATLANTIC......... 81,573 59,643 36.77 + 1.96 
Kentucky 8,609 8,169 5.39 —29.42 
Tennessee 12,259 9,238 32.70 — 2.11 
Alabama 8,374 6,888 21.57 —13.24 
Mississippi 3,610 3,089 16.87 — 17.94 
TOTAL EAST SOUTH CENTRAL.. 32,852 27,384 19.97 —1484 
Arkansas 4,398 4.716 — 6.74 —41.55 
Louisiana 6,952 6,794 2.33 —32.48 
Oklahoma 8,076 8316 — 289 —37.70 
Texas 30,074 24,565 22.43 —2.38 
TOTAL WEST SOUTH CENTRAL.... 49,500 44,391 11.51 —23.30 
2,685 29.35 — 
Wyoming 1,211 889 36.22 + 1.41 
1,493 1,311 13.88 —20.93 
Arizona 2,863 3,030 — —40.32 
Uteh 4,566 4414 3.44 —31.37 
Nevada 837 80 «(736 —35.17 
24,021 21,006 14.35 —20.46 
13,140 10,850 21.11 —13.70 
Oregon 6,846 7,378 — 7.21 —42.02 
50,784 49,322 2.96 —31.85 
70,770 67,550 4.77 —30.04 


Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING, May, 
1937, on the basis of EEI estimates of refrigerator sales, projected to industry 
totals from NEMA production. 
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— from $37.38 in 1936 to $35.08 in up to the end of April 1937 a total of 


2,298,857 IES Base Tags had been issued. 


WASHER SALES BY PRICE CLASSIFICATIONS 


Retail Aver. *%/, of Total 

Units Value Price Unit Sale 
Below $40..... Jan~Apr. 1937 34,427 $1,207,627 $35.08 5.92%, 
Jan.-Apr. 1936 34,958 1,306,875 37.38 6.93%, 
$40-$49.99 ... Jan—Apr. 1937 102,264 4,913,680 48.05 17.54%, 
Jan—Apr. 1936 103,084 5,013,638 48.64 20.42%, 
$50-$69.99 ... Jan.—Apr. 1937 251,145 15,822,170 63.00 43.07%, 
Jan—Apr. 1936 247,479 15,394,406 62.20 49.03%, 
$70 and Over. .Jan-Apr. 1937 195,184 18,508,357 94.82 33.48%, 
Jan—Apr. 1936 119,257 11,769,081 98.68 23.62%, 
Total Sales ....Jan.—Apr. 1937 583,020 40,451,834 69.38 100.00%, 
Jan—Apr. 1936 504,778 33,484,000 66.33 100.00%, 


Saturation, January, 1937 — 11,496,457 homes, or 52.5% of total wired homes. 
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s 
O O 1 Electric Washer Sales, by Retail Price Groups Statistical =Barome- 
i Jan.~Apr. 1937 vs. Jan.-Apr. 1936 ter for the first four 
600 
months of 1937 
REFRIGERATORS — shows sharp. in- 
n 
The upward curve of electric refriger- 1937 504778 
itor sales was extended through 500 }- CI creases in all appli 
ind April, with the unit volume 29.5% ‘ 
‘hove March 1936 and 65.17% above ance lines. Addi- 
March 1935. April unit sales were 10.2% r . 
- higher than April 1936 and 25.58% higher tional figures on 
5 than April 1935. For the four months 400|- 
6. ended with April, the total volume is 2 page 69. 
r 26.3% in excess of corresponding unit = 
sales of 1936. Following are estimates of 
industry sales of household electric re- a 
: frigerators prepared by the Edison Elec- 5 
ae tric Institute on the basis of NEMA pro- m 300}— Compiled by 
he duction : 
rs c 
251145 
rs 335,214 units 247,479 Marguerite Cook 
1,104,919 units L 
875,048 units 119.257 
Saturation, January 1937—9,000,000 wired 100|— 
id homes, or 41.1% of total wired homes. ones Electric Ranges 
es dan.-Apr. 1937 vs. Jan~Apr. 1936 
es Refrigerator sales for January—April S4AZT 34.956 
1937 versus January-April 1936, classi- [] 4 a & so 
= fied by sizes of boxes, reveal a decided OU ‘ _] 4 
trend toward the larger-sized, higher- Under 40 to $S0to $70and Total Sales 
he priced models, and away from the smaller $40 99 $6999 Over Jan.-Apr. = 
ed models. It will be noted from the chart % 3° 
at at whl the "smaller boxes rs REFRIGERATION SALES BY SIZES OF BOXES Fro 
6 ing in size from less-than-3 to 4.99 cubic 3 
feet, suffered a decline in unit sales, po Unit Total Ev. 
there was a rise of 41.18% in the 6-6.99 (Nema Sales Only) Units Mfrs.Val. Price Gain Units 
at c.f. boxes and 35.79% in the 5-5.99 c.f. : 
sizes—the two most ular sizes. Chest Size....... 1937 3,737 $173,270 $46.37 95.25 37 n) 
1936 1.914 94,044 49.13 24 
at point is Under 3 cf 1937 127 7663 6034 01 
year during the January-April months 1936 140 8193 58.53 02 
3- 3.99 cf......1937 18376 1,110236. 6042 7.22 1180 Vacuum Cleaner Sales 
t 1936 19806 1,143,022 57.71 ...... 2.55 Jan.~Apr. 1937 vs. Jan.~ Apr. 1936 
e c.f. box. From the standpoint of per- 7154172 673 422 1042 160; nem 
centage gain although the volume 4.99 c.f 1937 106,182 154, 8 
at amounted to only 49,885 units, the 8-8.99 1936 111,557 7,400,028 66.34... 14.36 ] 
ef. y de 5— §.99 c.f....... 1937. 310,266 24,512,707 79.00 +35.79 30.45 £120 
t 1936 228,485 17,815,578 77.92 ...... 29.41 3 
; ing. Srogressing over the unit 6- 6.99 c.f 1937 396,046 35,145,588 88.74 +41.18 38.86 100 
sales of the comparable four months of 1936 280,534 23,785,020 84.78 ...... 36.10 
de 7- 7.99 cf.......1937 130,296 13,355,847 10404 +2478 12.79 
150 1936 104,422 10,243,007 9809 ...... 13.44 3 
the 13-and-over c.f. size with unit sales & 8.99 cf 1937 49.885 5,630,321 11286 +8105 4.90 [ow 
of 1,973 refrigerators led comparable 1936 27553 3127861 11352 ...... 355 é 
10-12.99 1937 2170 371,167 171.04 441.64 
telow are refrigerator sales of the 1936 1,532 264,659 172.75 ...... 20 
NEMA refrigerator membership for 13 and Over.....1937 1,973 383,227 194.23 +9710 
1937 versus January—April 1936 1,001 236,993 236.76 ...... ‘WB 
: 
‘ot Total (1937 1,019,058 $88,044,207 $86.40 +31.16 100.00 Electric Water Heater Sales 
in NEMA SALES, | 1936 776,944 64,118,407 8253 ...... 100.00 
ve 
id- Household Electric Refrigerator Sales by Sizes of Boxes 59) 
33. Jan-Apr. 1937 vs. Jan.-Apr. 1936 % 7| 
198 1919.056 176.944 
hat n 1937 310,266 
ed. § 
% 228465 Total Residential Building Contracts 
i 
Awarded in 37 States ~EW.Dodge 
110 
100 
130,296 90}- 
u = 
106.182 104,422 3° 
60 
a | 49,885 “ 50 
76 19,806 21,553 
Chest Under 4-499C.F 5-5.99CF 6-6.99C.F, TI99C.F 8-8.99C.F. 10-1299C.F. 13C.Fand lip Total Sales i] 
$46.37 $491} $60.34 $58.53 $6042 $51.71 $6738$66.34 $79.00$77.92 $98.74 $84.78 $104.04 $98.09 $112.96 $113.52 $171.04 $96.40482.53 
Average Prices, at Mfrs'Value, 1937 vs. 1936 JFMAMNM JS JS AS ON D 
NG 
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The genial appearing appliance promotion robot in the new exhibition 
room of the Brooklyn Edison Co. His hair consists of two “electric- 
wave locks” and his nose is an unlighted red bulb. His head turns from 
side to side, his arms quietly gesticulate—and, how he does spiel a 


sales talk! 


The Fourth in a New | 
Series of Articles on 
Building Action 
Displays 


JOLLY looking robot pro- 

motes the sale of appliances 

in the elaborate new perma- 
nent exhibition of the Brooklyn 
Edison Co., located in its main build- 
ing, Pearl & Willoughy Sts., Brook- 
lyn, N.Y. This robot not only breezily 
chats in a pleasing, persuading man- 
ner about the comfort, convenience 
and labor-saving features of electri- 
cal ranges and cookers, but he also 
whimsically visualizes—and, shall we 
say, humanizes — electricity by his 
very appearance. 

He’s an odd looking character, this 
robot. Let us take a good look at his 
nose. Jimmy Duranty would surely 
love that snozzle—it is an unlighted 
red bulb. Why unlighted? <A too 
brilliant red nose carries certain im- 
plications, for one reason; while on 
the other hand, size, shape and a dull 
red, slightly brightened by reflection, 
gives Mr. Robot a good-natured elec- 
trical appearance without being 
ludicrous. 

Another electro-wise gesture of the 
designer is what passes for hair. 
hose two prominent pompadourish 


“curls” on a round, smooth dome are 
old-style electrical “waves” in a new 
setting. The two tonsorial decorations 


are up-standing zig-zag streaks, after 
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the pattern used by artists to symbol- 
ize electricity or lightning. 

While Mr. Robot’s nose and hair 
are electrically modish, as well as 
jolly and gay, his whole facial outfit 
is ingeniously whimsical. His wide- 
spread and rapidly moving Yankee 
thin mouth likewise forces a linger- 
ing smile. One cannot easily forget 


By i. L. 


this strange child of the imagination 
and his message. His “personality” 
and interesting talk seem to radiate 
the spirit of better things from elec- 
tricity, just because he forces us to 
look, listen, laugh and thereby re- 
member. 

Now that we have had a glimps« 
at Mr. Robot’s facial and_tonsorial 
aspects, let us become surgical and 
take him apart in order to learn why 
he talks, moves his head, mouth and 
arms. Of course, the talking element 
requires no explanation, as it is just 
an automatic stop-and-start talking 
machine, with a few special attach- 
ments, and the speaker is located be- 
hind the robot's head. 
lip movement is also quite simple, but 
a brief outline will be helpful. 


Likewise, the 


When glancing casually at those 
long, thin lips in action, both lips 
seem to be moving in near harmony 
with the spoken word. That illusion 
is perhaps heightened by the fact 
that a human robot waggles his lower 
lip (and jaw) far more than he does 
his upper lip. However, upon a sec- 
ond and more careful look, one sees 


Cochrane 


only the lower lip in motion. The 
mechanized lower lip moves up and 
down, now quickly, then sustained, 
sometimes fairly wide open and 
then slightly open. That trick is quite 
simple by virtue of a modified mag- 
netic loud speaker unit. The modi- 
fication takes the form of a tiny 
weight which retards the freedom of 
the magnetic action of the lever at- 
tached to the lip. Therefore, this 
special unit is not allowed to respond 
to every voice undulation; it is sensi- 
tive only to the accented part of each 
syllable. A comparatively strong ac- 
cent pulls the lip further down than 
a weaker accent. A sustained accent 
holds the lip down through its dura- 
tion, while a short emphasis yields a 
quick lip movement. The short vibra- 


tory movement of a magnetically 
actuated arm is, through the help of 
leverage, transformed into the vari- 
ous length movements required for 
the lower lip. And, roughly speaking, 
that is how Mr. Robot’s lower lip is 
timed to waggle with what he is 
saying. 

When our mechanical salesman is 
telling his audience about the merits 
of the electric range at his left, his 
head turns quickly and smoothly in 
the direction of that range. Without 
any jerkiness, the head is turned to- 
ward the left the moment the talk 
starts about the appliance on that 
side. In order to see how this is ac- 
complished, a reference to the photo 
of the sound and synchronizing device 
and diagram No. 1 will be helpful, but 
we must first spend a few minutes in 
the laboratory. 

After the record has been made 
ready for reproduction it is run 4 
number of times, and when a motion 
of the head in either direction is called 
for, start and stop markings are 
placed on the edge of the particular 
groove of the synchronizer disc whic! 
has been set up to govern that hea‘ 
motion. Then lengths of spring phi 
phor bronze are cut to fill the groove 
between the two marks; one strip for 
each to-and-fro motion. These bronze 
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strips are snapped into position, where 
they are firmly held by spring tension. 
Now let us see what happens. 

The current is plugged in and Mr. 
Robot delivers his opening remarks 
facing straight ahead. Then, he re- 
fers to the electric range at his left. 
Immediately the head turns in that 
direction, because a bronze strip has 
lifted the pointer on the end of the 
lever following that groove; which 
in turn, closes a circuit leading to 
compressor No. 1. The motor starts, 
the compressor forces air against the 
end of a plunger which tilts the head 
control arm about 10°, but the head is 
turned a bit more than 45° as the 
larger gear, on the end of the head 
control arm, meshes into a smaller 
gear attached to the head. The head 
remains turned to the left so long as 
compressor No. 1 is pumping air; but, 
as soon as the above mentioned 
pointer slips off the bronze timing 
strip, the circuit is opened, the com- 
pressor stops and the compressed air 
quickly but gradually returns to at- 
mospheric status. While this is taking 
place the centering spring is thus 
permitted to smoothly draw the head 
back to forward front. When it 
comes time to turn the head to the 
tight, a bronze strip in another 
groove, governing compressor No. 2, 
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starts its motor, and the plunger on 
the other side smoothly turns the head 
to the right in exactly the same man- 
ner as to the left. Excess air escapes 
through vents when the plunger has 
reached its limit, as determined by 
stop pins; the pins regulate the arc 
of the head movement. 

We have seen how Mr. Robot talks, 
moves his lower lip and head, but 
his two arms and hands are also 
moved upward and outward and then 
down again. Each arm under this 
system may be set for several differ- 
ent arcs of arm sweep, but in this case 
the right arm is set for three posi- 
tions, and the left for one only; no 
more being required. By referring 
to diagram No. 2 it will be seen that 
motorized compressor No. 3 and its 
plunger forces the arm upward until 
it is stopped by detent No. 1. But 
here again we must get back to the 
control disc. One groove regulates 
compressor No. 3 and also detent No. 
1. Another groove operates the com- 
pressor and detent No. 2. A third 
groove operates the compressor and 
detent No. 3. Therefore, when the 
right arm is to be slightly raised, a 
bronze control strip turns the cur- 
rent into the compressor motor and 
also magnetizes detent No. 1, which 
magnetically projects a stop pin at 
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~Housing for turntable,amplifier; 
synchronizer and relay parne/ 


| 


that point, and the arm is held there 
until the end of the bronze strip has 
been passed and the current shut off. 
If the arm is to be raised at right 
angles, another groove has been set 
to actuate the compressor and detent 
pin No. 2. If the finger is to point 
upward to the cooker in the top re- 
cess, still another groove and _ its 
bronze strip actuates compressor and 
detent stop in No. 3. Gradually in- 
creasing air pressure raises the arm 
gently and smoothly, but not too 
slowly. The gradual release of pres- 
sure when the motor stops, plus grav- 
ity, allows the arm to drop back with- 
out any visible jerkiness. 


DIAGRAM NO. | 


Small motorized compressor No. | acting oa 
the piston, tilts head control arm about 10”, 
but head actually turns 45° to the right, by 
means of gearing. Maintained air pressure 
(excess escaping through vents) holds head 
in this position until the motor stops, where- 
upon centering spring and gradual release 
of air pressure smoothly returns head for- 
ward front. Stop pins permit a-45° turn. 
Compressor No. 2 in the same manner turns 
head in the other direction. 


DIAGRAM NO. 2 


Method of raising arms to any one of three 
different positions: When control disc con- 
tact energizes compressor No. 3, for a slight 
raise of that particular arm, a stop pin at 
magnetic detent No. | is thrown forward, 
which prevents arm from being raised any 
higher than the stop pin permits. If con- 
trol disc is set to magnetize detent No. 2 
that pin comes forward and holds arm at 
right angles to the body. Again, if Mr. 
Robot is directed to point upward to the 
cooker, or other small appliance overhead, 
fixed detent No. 3 stops the arm as it 
reaches a position almost parallel to the 
body. When arm is to be dropped back 
again the motor stops, the air is gradually 
released through vents, and so the gradual 
release of the air, plus gravity, drops the 
arm smoothly back to its starting position. 


DIAGRAM NO. 3 


Details of rear panel board of talking ma- 
chine and motion synchronizing apparatus. 


(Below) A portable automatic stop-and-start 
talking machine and motion synchronizing 
apparatus. Grooves in the vertical alumi- 
num disc hold various lengths of spring 
phosphor bronze wire snapped into position 
and locked there by spring tension. Each 


groove and its bronze strips govern a sepa- 
rate motion of the robot, except the mouth. 
See diagrams and text for more detailed 
information. 


Diagram No. 3 gives an idea of the 
panel board on the back of the porta- 
ble sound and synchronizing apparatus, 
and the diagram is self-explanatory. 
Of course, a control disc with a dozen 
or more grooves may be used, with 
a corresponding number of circuit 
breakers and outlets hooked up. On 
the side is a two-way switch; one for 
repeat where there is no attendant; 
the other to stop when finished with 
the first discourse. This mechanism 
was designed, constructed and in- 
stalled for the Brooklyn Edison Co., 
by the engineering firm of Andrews 
& Perillo, 117 East 18th St., New 
York. 
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tho moter. If it delivers unusual 


the reason for the 


preference for Briggs & Stratton 4 cycle 
gasoline motors . . . These rugged, reliable motors 


drive over 90% of all makes of farm washing machines. 
_ ‘They also power most small pumps, small tractors, 
_ fewn mowers, and an endless variety of other motor 


farm tools . . . In fact, there are almost a mil- _ 


Briggs & Stratton 4 cycle motors in use today — 


of from 10 to old — daily giving 


dependable, economical, trouble-free service ... Insure 


- failure.” Insist that Briggs & Stratton 4 cycle motors | 


& STRATTON corp 
AILWAUKEE, WIS., U.S. 


GASOLINE 
MOTORS 
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Another of the type of low-cost housing in the Greenbelt project. In 
addition to the electrical equipment, permanent screens, metal 
window casings and other refinements of better living are included 
—even down to clothes poles installed in the backyard for drying 


the weekly laundry. 


living room in the six room home is of ample size, 7 ft. 10 in. 


The 
by 12 ft. 4 in. 
and 


It includes a center light on three-way switches 


three convenience outlets on separate walls. Three-way 
control is also provided in the entry-way for the upstairs hall 
light. Furniture designed by the Special Skills Division of the 
Resettlement Administration will be made available for the tenants 


in about one-third of the homes. 


capital has left to the purchaser, after 
his home has been completed, the de- 
cision as to whether or not health and 
labor saving devices will be installed. 
And in most cases, what with the 
“extras” and other unanticipated inci- 
dentals, the purchaser, unless he has 
included it in the original financing, 
has little or no money left to provide 
anything but makeshift equipment in 
a home which represents, to him at 
least, the attainment of his ambition. 

To the electrical industry, the in- 
terpretation of the Government’s con- 
sideration for living is a concrete ex- 
ample of the way things should be 
done. In the suburban housing projects 
of the Resettlement Administration, 
major electrical appliances, including 
range, refrigerator and oil burner, as 
well as fairly adequate wiring, are 
provided as a part of the original 
equipment and washers and ironers 
are contemplated in the multi-family 
units. It is evidence that the indus- 


try’s 1937 approach to electrical equip- 
ment sales is not only practical but 
sound from the point of view of the 
consumer. 

In each of three present projects, 
from 3,000 to 5,000 families can be 
provided for although only from 750 
to 1,300 dwellings will be constructed 
at first. In percentage of homes built 
during the past two years, these proj- 
ects are insignificant. They are, how- 
ever, in widely separated areas: Wash- 
ington, D. C., Cincinnati, Ohio, and 
Milwaukee, Wisconsin. It is estimated 
that over a million visitors have al 
ready visited sample homes open for 
inspection in these projects, and that 
$500,000 could not have purchased the 
publicity in newspapers, magazines 
and trade papers. 

This tremendous educational pro- 
gram has all been centered around the 
idea of low-cost housing, and probably 
the greatest single factor in the de- 
termination of what should and what 
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Housing 


(Continued 
From Page 3) 


Mr. Roy S. Braden, City Manager of Greenbelt, appointed about 
a year ago by Major John O. Walker, Director, Management 
Division of Resettlement Administration, is guiding a number of 
reporters and editors through the sample demonstration homes at 


Greenbelt, Maryland. 


should not be included was considera- 
tion of low operating cost and low 
maintenance. What a tribute to elec- 
trical equipment and what a selling 
appeal this program should be for the 
industry. And also what an example 
to the speculative builder who con- 
trols the real volume of homes con- 
structed. It will not take the public 
long to demand from him what the 
government is including in homes 
typified as “low-cost” housing. It is 
a piece of propaganda for better liv- 
ing which the industry just could not 
have bought. 

There are a few in the industry who 
will remember the N.E.L.A. meeting 
in St. Louis back in 1911 or 1912 
when a real doubt and even frank 
skepticism was freely expressed as to 
the industry’s ability to get existing 
homes to install wiring for electric 
lighting when the marvelous soft light 
from a Welshbach Burner was avail- 
able and the homes were already piped 
for gas. And apartments? They 
would be out of the question; it would 
cost the owner thousands of dollars 
to wire those old buildings. Then too, 
there was the basic consideration of 
the cost per lumen from electric light 
as compared with gas. It just wasn’t 
going to be economically sound. 

And what happened. Mr. and Mrs. 
Average Citizen sold themselves on 
the cleanliness, the convenience, and 
the safety of electric lighting and 
builders or property owners who 
wanted to dispose of their homes and 
apartments were forced to make the 
additional investment. That is just 
what is going to happen to complete 
electrification of homes. Major elec- 
trical appliances will be demanded by 
the purchaser and the renter and the 
demands will be met by the builders 
and owners. 

A start in this direction has been 
made in the Government’s Greenbelt 
projects which probably constitute the 
largest single development in housing 
undertaken in this country. Not only 
should the electrical industry take its 
hat off to the Resettlement Adminis- 
tration, but must realize the im- 
portance of the precedent and capi- 
talize to the fullest upon the impetus 
these projects have given to the cause 
of complete home electrification. 


Automatic oil heat is provided for each 
group of units and supplies hot water 
both summer and winter. A circulating 
pump forces hot water to radiators in all 
family units, being controlled by an 
outside thermostat which automatically 
changes the system from winter to sum- 
mer operation. 


Ample electrical service is assured 
through the installation of a 200 ampere 
main entrance switch, serving a total of 8 
family units in a typical group of homes. 
Each unit is supplied with its own 60 
ampere switch in the basement, with 
branch circuit distribution and fuses for 
individual circuits located in the kitchen 
of each unit. Rigid conduit is used in runs 
to the branch circuit cabinets, 
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and keep your eye on 
ProfiTABLE strategy 


THIS AMAZING Wew IRON 
HEAT UP EVENLY BEFORE YOUR EYES 


se has developed an astounding new iron, the 
Procror BLUE SrREAK—quick as a flash and light as a 
feather. And, for demonstrating it, the most effective, 
original, and convincing display you've ever laid eyes on 

the Macic Sore Disptay. Get this!—a bright 
yellow sole plate on a stock iron that changes in color to 
a deep orange when ironing heat is reached. Time it! 
Take out your watch and prove to women that the 
Proctor BLUE STREAK Speep IRON heats up and heats up 
evenly in less than a minute. Here’s a display women 
just can’t distrust a worthy running mate to 
Procror’s PROFITABLE. 

One Macic Sove PLate iron with replacement regular 
sole plate unit is boxed in a Magic Sales Builder Deal 
Kit with 5 BLue Srreak Irons, a beautiful folding card- 
board display and 100 leaflets. Put this display to work 
today in your store—equip every door-to-door salesman 
with a Macic Soe PLATE iron, too. 


Find out how the ProfiTABLE and 
ProfiT ABLE, Jr., Proctor’s two out- 
standing displays, capture interest 
and move appliances. Get details 
from your jobber or write to us. 


Come to the 


PROCTOR 
FALL OPENING 


NEW YORK 


HOUSEWARES 
SHOW 
July lth to 17th 
HOTEL PENNSYLVANIA 
Rooms 506A-508A 


PROCTOR 


IRONS - TOASTERS - WAFFLERS and ROAST-OR-GRILLE, the complete portable electric cooker 
PROCTOR & SCHWARTZ ELECTRIC CO., 
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Power & Light Com- 
pany, standardized 
on 40-gallon tanks, 
offered 60-days free 
trial, paid dealer 
commissions and 
found water heaters 


were merchandise 


By Clotilde Grunsky 


OW many children have you? 
Any babies in the home? 
Do you take baths daily? 


Do you do your own wash?” 

No, this is not a welfare worker 
investigating a family on relief... 
it is an electrical salesman getting 
ready to sell an électric water heater. 
And depending upon how mad the 
woman gets before she tells him that 
some of this information is none of his 
business, he may or may not make the 
sale. 

And why does he ask the questions? 
Is it really necessary for him to know 
the intimate habits of the prospective 
owner of a water heater? 

The Utah Power and Light Com- 
pany, facing the problem of selling 
water heaters against highly competi- 
tive conditions, decided it was not. In 
fact, they made up their minds that 
the questions were distinctly bad busi- 
ness. For they gave the idea to the 


customer that water heating by elec- 
tricity must be a highly complicated 
and probably very expensive affair. If 
it were so important to determine just 
how large the tank should be, it must 
be that it cost a great deal to heat a 
tank which might be perhaps too 
large. He might even start lying 
awake nights worrying whether or not 
he was wasting money by having or- 
dered a wrong size tank. And every 
bill was open to the doubt that just 
possibly, if a different size water 
heater had been installed, it might have 
been smaller. 

Although very few customers came 
to serious illness on account of these 
hypothetical wakeful nights, still the 
company felt that the possibility was 
an unnecessary hazard. Had not the 
plumber who sold monkey stoves for 
years simply installed a tank of stand- 
ard capacity in the home and had it 
not in the main proved eminently ade- 


yun 


2 ¢ 4 


A water heater installed in a typical electrical kitchen in the Utah territory 
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The type of window display used by the 
Utah Power & Light Company during 


water heater campaigns 


quate? Of what use were the ques- 
tions anyhow? In the first place, 
asked about the use of hot water, it 
is the unusual housewife who will tell 
the strict truth. There has grown up 
a tradition that there is something 
moral about a liberal consumption of 
hot water—and under public question- 
ing the number of hot baths in some 
families will grow to superhygienic 
proportions. Or else the family uses 
“practically none at all . . . one piece 
of coal in a monkey stove heats all 
we want.” Maybe it is true, maybe 
not (have you ever figured the B.t.u.’s 
in one piece of coal?) . . . what dif- 
ference? When the family gets the 
convenience of everready hot water 
without labor of stoking or carrying 
ashes, they acquire new habits anyhow. 
So the Utah Company decided on a 
standard sized tank a 40-gal. tank to 
be exact. Other companies, with 
other types of service get along with 
a 30-gal. size, but the Utah Power & 
Light gives a special low rate for off 
peak water heating, which means ne- 
cessity for greater storage. For 99 per 
cent of the jobs, the 40-gal. tank is 
entirely satisfactory. Occasionally un- 
known special conditions will show in 
practice that something more is needed. 
In such cases additional provision is 
made after the job is installed. It is 
an easier system than trying to figure 
to the exact gallon what is needed in 
advance. As for the house which 
might have gotten along with a smaller 
tank—after all, the cost is low, quite 
comparable with that of other fuels, 
and it is a good thing to have a re- 
serve of extra capacity ready for the 
day when other tenants or a change in 
‘amily habits will require more. 


(Please turn to page 72) 
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MORRO VELHO TURF SHAFT 
‘ Brazil South Africa 
—_8,040tt. 8,500 ft. 


but the WORLD'S BIGGEST MAGAZINE 


is twice as big as the second biggest... 


ae MINES, cities, mountains, rivers 

in one classification after another 
it’s the same story: The biggest in the 
world is very little larger than the second 
biggest. But the world’s biggest magazine 
is far ahead of its nearest competitor — 
it’s twice as big! 

Each week The American Weekly 
reaches nearly 6,000,000 families. And 
these families, it has been proved, are 
the most responsive buyers in the world. 
They read advertising and ACT! That's 
because the vast circulation of The 
American Weekly is concentrated in the 
country’s richest trading areas...in 624 
of the nation’s 3,074 counties where 68% 
of all families live, and where 80% of 
all retail sales are made. 

This is the pow- 
erful selling sup- 
port you get from 
manufacturers 


who advertise in 
AMERICAN 


WEEKLY 


NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 


**The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 


The American Weekly —a selling support 
that means faster turnover and greater 
profits for you. 


What The American Weekly is 

The American Weekly is the largest 
magazine in the world. It is distributed 
through the 17 great Hearst Sunday news- 
papers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, 
The American Weekly concentrates 67% 
of its circulation. 


In each of 174 cities, it reaches better 
than one out of every two families 


In 144 more cities, 40 to 50% of the 
families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. and, in addition, more than 2,000,000 
families in thousands of other communi- 
ties, large and small, regularly buy and 
read The American Weekly. 
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‘about the unheard-of advantages of — 
these revolutionary new ice trays 


omy 


“6 TRA 
CONICE ADVANTAGES 


oo 


INCORPORATE” 


43000 ATHENS — 


— 


"Forget about samples 
+++8end complete trays!" 


separate-+- 


that' s the 


"Believe you've 
got some thing! 


SAMPLE 


We want to give every dealer a chance 
to put C6NICE to the test . . . to demon- 
strate its worth to his complete satisfac- 
tion! Mail us 10c to cover shipping and 
we will send you a sample C6NICE cup 
and cover for this purpose. No obliga- 
tion, of course. Write today! 
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13000 ATHENS AVENUE - - - CLEVELAND, OHIO- 


We knew the idea of “individually packaged” ice would 
appeal to users and buyers of mechanical refrigerators! 
We expected them to welcome CoNICE because of its con- 
veniences of use, greater speed of freezing, and other 
distinct advantages over every type of ice tray designed up 
till now. We were equally sure dealers would immediately 
recognize the tremendous sales possibilities of CONICE in 
re-equipping old refrigerators and giving extra appeal to 
new ones, but we wanted to see it in black and white. . . 


tellus what you think of CONICE 


and you SAY IT WITH ORDERS! 


Just a few of the enthusiastic comments from dealers throughout the 
country are reproduced opposite! And as this is written, more are being 
received in every mail . . . convincing evidence, indeed, that the trade 
sees in CSNICE the first real solution to “ice-cube trouble” which has 
definitely (and unprofitably for you) detracted from the pleasures of 
mechanical refrigeration. It is able to do this, because of the six ex- 
clusive features not found in any other ice tray you have ever seen . . . 
see above, or better still, refer to page 50 in last month's “Electrical 
Home Issue” of Electrical Merchandising. 


BE AMONG THE FIRST TO PROMOTE CoNICE 


There is a ready market for CONICE that assures immediate 
profitable sales! Nearly every one of your past customers is 
a prospect for replacements ... and on every new refriger- 
ator you sell there is an extra profit in it for you if you make 
it C6NICE-equipped. Don’t delay . . . order a sufficient supply 
of C6NICE Trays immediately to make every refrigerator on 
your floor more modern than the day it left the factory! They 
are priced to sell at only $1.95 a pair ... the equivalent in 
space of one ordinary type tray. 
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BANKS 
paper 


for insta 


By Tom F. 


ANISHED, this year, is the 

greatest kickback in_ install- 

selling—unlimited re- 
course, 

Rattling like a skeleton in the closet, 
recourse paper has always haunted 
even the electrical dealer who house 
was in the best of order. A depres- 
sion, a mill closing, or a crop failure 
at any time could start a series of re- 
verts which would wipe the dealer 
out when he was called on to make 
good. 

Limited recourse plans offer, there- 
fore, as great a safety device to the 
electrical dealer as the parachute was 
to the aviator—or four wheel brakes 
to a car driver. 

It means that a dealer is released 
from his endorsement after the pur- 
chase of the appliance meets four 
payments promptly. Of course, the 
dealer must warrant the genuineness 
of the paper, and agree to co-operate 
in service and repossessions. This done, 
he is spared from the headaches and 
catastrophes that have dotted past 
years. 

Those listening in at distributor and 
manufacturer conventions have 
marked 1937 as a high water mark in 
financing liberality. Even in floor 
planning a dealer can put $1,000 worth 
of appliances on his floor for $100 
cash, pay 24% or $3 a transaction, for 
) days, with privilege of renewing 
three times. 

Old timers, used to a $12.50 mini- 
mum carrying charge on anything 
financed, plus full recourse, can scarce- 
ly believe their ears. 

But back of it all is a story, an epic 
that leads one to believe that appliance 
financing is in a way to becoming a 
fair haired child. Gist of it all is a 
Struggle, between bankers, finance 
companies and government money for 
installment paper. Competition has at 
last done right by our Nell. 

Let’s start with Title I of Federal 
Housing Administration Act which 
ran through 1934, 1935 and 1936, and 
permitted appliance loans. As a busi- 
ness stimulant it was wonderful, but as 
sound installment practice it was 
screwy. A 5% rate, no down pay- 
ment, non-recourse, no inducement for 


Blackburn 


credit checking made the proposition 
a credit man’s nightmare. 

Now then, let’s look at what Ernest 
M. Fisher, Director of the division of 
economics and statistics told Electrical 
Merchandising : 

“Through April 10, 1937, the Fed- 
eral Housing Administration had paid 
33,041 claims amounting to $8,371,044; 
as of the same date notes for $543,- 
852, 738 were insured by the adminis- 
tration, resulting a gross loss ratio of 
1.52%, and an actual net loss ratio 
(when losses recovered through sub- 
sequent collections from defaulting 
borrowers, through salvage of equip- 
ment, and by other means are de- 
ducted,) of .85%. 

An analysis of over 23,000 of these 
claims indicates the following distribu- 
tion by type of improvement: 


% of % of 
Number Amount 


Refrigerators (gas 


and electric) 40.8% 32.9% 
Washing machines 11.4 4.8 
All electric equip- 

ment 1.8 18 
Part electrical 

equipment 0.2 1.0 
Other equipment 26.5 30.7 


Total equipment 80.7% 
Additions, altera- 
tions and repairs 19.3 28.8 


Grand total  100,00% 100.00%” 


All this figures out to about 2.74% 
loss on the $216,997,242 loans made on 
machinery and equipment, according 
to Milan V. Ayres, economist for the 
National Association of Sales Finance 
Companies. Mr. Ayres points out that 
his calculations do not allow for pos- 
sible future collections and salvage. 

Now let’s jump to a statement cred- 
ited to one of the country’s leading 
finance paper experts. He said: “In the 
poorest year so far, finance paper has 
shown a loss of less than one-half of 
1%.” 

So, ali authorities considered, it’s 
easy to see that appliance paper is 
pretty fine from an installment view- 
point. 

When the FHA went into force, a 
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Limited recourse is 

opening of campaign 

to hold present lines 
of operation 


half dozen large banks over the United 
States became exceedingly active in 
making loans. Quick to see that the 
government guarantee on 20% of 
losses made the movement absolutely 
safe, and with 70 per cent of their 
funds tied up in government bonds 
earning around 14%, they saw a 
chance to earn a 3 to 4% net on their 
funds without risk. Local bankers, 
asleep at the switch, were made to 
look like boobs as the large operators 
took business out of their towns. 

Now the shooting is all over, but 
bankers are beginning dimly to realize 
that the 1935 banking act opened the 
door to loans up to five years. Previ- 
ous to that about 90 days was the 
limit. Bankers know the cost of money 
to them is about 4 per cent. Their port- 
folios are stuffed with government 
bonds bringing them around 1} per 
cent. 

Slowest of all business men to 
change their way of thinking, bankers 
have noticed that more banks failed 
than finance houses during the depres- 
sion. They have noticed that princi- 
pal reducing monthly payments are 
better than lump payments. A lot of 
bankers are asking, “what’s the finance 
house got that we haven’t got?” Out 
of 15,752 banks in the U.S., some 
1,700 are reported as making personal 
and installment loans (with recourse 
of course). 

Quicker on the trigger than the 
bankers, the finance firms have seen 
what was coming, and girded them- 
selves for Armageddon. Realizing that 
only 15.6 per cent of appliance losses 
(excepting radio) come after four 
payments have been made, and that 
84.4 per cent before, finance executives 
have seen it possible to exempt the 
dealer from responsibility after four 
payments are made, freeing him from 
the shadow of the nightmare that 
threatens to clutch his business. 

Of course, some of this action is 
predicated on the fact that losses suf- 
fered during the depression have re- 


duced the value of dealer signatures. 
It anticipates, also, the fact that three, 
or even four, year payment plans are 
likely to be with us for some time. 

This lengthening of payment plans 
is based on two factors: Because Joe 
Doakes, who makes $20 a week, much 
prefers kicking in with $4 monthly 
payments rather than $10, and over a 
long period actually gets the habit of 
trotting in with the money. Second, 
because appliances are beginning to 
penetrate strata of population with low 
incomes, and it is necessary to spread 
payments out. 

So today we see available for appli- 
ance dealers several kinds of finane- 
ing: 

1. The regular finance houses, who 
have machinery for collections and 
credit, and who extend help to the 
dealer in the form of floor planning. 

2. Combination hook-ups of utili- 
ties, finance firms and manufacturers, 
with the utility collecting the money, 
and the manufacturer taking up losses 
if necessary. (77 manufacturers in 
such a plan have never been called on 
for a nickel, one finance executive 
told Electrical. Merchandising). 

3. Large banking affiliates who go 
into limited fields only—gas ranges, oil 
burners, stokers, refrigerators—and 
then generally with a manufacturer 
hook-up. 

4. Small banks, who have the ad- 

vantage of being on the scene, but who 
lack collection facilities and who still 
want recourse on the dealer. 
5. The Electric Home and Farm 
Authority, a U. S. creation that per- 
mits utilities to purchase customer con- 
tracts from authorized dealers, and 
cash them with the government, mean- 
while handling the collections with 
electric bills. All brands of appliances 
sold must first be aproyed by the au- 
thority. Refrigerators, ranges, water 
heaters, water pumps, washers, ironers, 
clothes driers, vacuum cleaners, cream 
separators, and motors are items so 
far approved. 
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LET THE FACTS 
SPEAK 
FOR THEMSELVES 


They tell why it is important to order 
I. E. S. Better Sight Lamps early 


Last year many utilities could have doubled 
I. E. S. Better Sight Lamp sales .. . if they had been able to 
get lamps. Late orders and reorders were almost impossible 
to fill. Long distance telephone calls, wires and offers of 
cash premiums for delivery, even personal visits to the 
factory, were the order of the day. Demand exceeded 
supply. These are the known 1936 facts. 


Through the Electrical Testing Laboratories sale of Certifi- 
cation Tags we are able to keep in immediate, constant 
touch with the sales production figures of the I. E. S. Better 
Sight Lamp industry. 


That is why weare able to state these 1937 facts with authority: 
1. 1. E. S. Better Sight Lamp sales for 1937 show a 52% 
increase over 1936 up to April 30th. 
2. Another shortage is indicated this fall. 


3. The 1937 advertising campaign is even greater than 
that of 1936. 


4. Millions of |. E. S. Better Sight Lamps in homes are 
burning testimonials to their sight-saving effectiveness. 


5. Word-of-mouth advertising is creating new customers. 


6. New “Seeing is Believing” Demonstration (featured 
in spring and fall campaigns) provides a successful, 
proven way to build sales. 


7. Customers are looking for the specification tag when 
they buy lamps. 


I. E. S. Better Sight Lamps not only build direct profits from 
sales, but they are the greatest revenue and load builders. 


Toavoid disappointment, every utility should take these steps: 


(a) Place a non-cancellable order for I. E. S. Better Sight 
Lamps in July or August. 


(b) Make your order cover your requirements. Do 
not take chances by ordering small initial quantities 
and depending upon reorders to fill your needs. It 

would be smart to make your order 

cover maximum requirements. 


(¢) Make your orders iron-clad, by speci- 
fying definite shipping dates. 
_.. Thus you protect yourself against prob- 
Se ee able shortage and rising prices. There are 
edie plenty of lamps at prevailing prices for 
for lamps with this tag” everybody who orders early. 


1£.S. BETTER SIGHT LAMP MAKERS 
2116 Keith Bldg. Cleveland, Ohio 


Out-of-the-way location is 
turned into an advantage by 
Salt Lake’s Southeast Fur- 
niture Company . . . and 
Consistent advertising is the 


answer 


OR many years the Southeast 
Company has been 

established in the Sugarhouse 
District of Salt Lake City. This is 
distinctly out of the main center of 
shopping and does not have the ad- 
vantage of centering in an especially 
prosperous residence district. But in 
spite of what might be thought of as 
an out-of-the-way location, the store 
does one of the largest electrical ap- 
pliance businesses in the city. It has 
one of the largest stove accounts in 
the entire country with the firm whose 
ranges it carries and ranks high in 
several other accounts as compared 
with even the great metropolitan cen- 
ters. 

H. A. Sorensen, manager of the 
company, has built this business 
through consistent advertising. The 
location was chosen because of its 
proximity to the railroad and the 
fact that freight cars may be spot- 
ted directly at the backdoor of the 
store. This means a definite saving 
in transportation costs, a saving 
which the Southeast Furniture Com- 
pany believes can be legitimately 
transmitted to its customers. 

“Drive Out and Save” has through 
the years become the company’s slo- 
gan. This does not mean that the 
store goes in for sales. In fact, spe- 
cial offers, other than an occasional 
trade-in allowance on a washer, or 
advertising of a special purchase made 
possible by a carload shipment, are 
practically non-existent. Mr. Soren- 
sen believes that consistency is the 
most important, virtue in building 
public confidence. 

As a consequence the store does not 
change in the lines it handles except 
for good cause. It keeps the same line 
of washers, of ranges, of refriger- 
ators with which it started. In this 
way it does not have to take back 
tomorrow what it has said in today’s 
advertising. And it is continually 
building a growing clientcle of boos- 
ters for its products. Mr. Sorensen 
believes that the habit, common to 
many department stores, and some 


smaller dealers, of switching prod- 
ucts because of a particularly alluring 
discount from some fresh manufac- 
turer is responsible for a large part 
of their troubles. The customers be- 
come confused among conflicting 
statements and the lack of continuity 
makes worthless the support usually 
to be counted upon from former pur- 
chasers. 

For the same reason, the South- 
east company carries usually only 
one make of each type of appliance. 
This permits the telling of a non- 
conflicting story and makes a better 
impression on the customer, in the 
opinion of Mr. Sorensen. Most peo- 
ple have to have their minds made 
up for them in any case, he believes. 
Electric appliances are too compli- 
cated and their worth is too dependent 
upon workmanship which is technical 
and frequently out of sight, for the 
layman to be able to judge correctly. 
He must perforce depend upon the 
word of some merchant whom he 
trusts. That salesman is in the best 
position to meet this situation who 
has one product only to sell, and who 
thoroughly believes in this product. 
And the growing number of satisfied 
customers, all boosting for the one 
make of appliance, forms a body of 
public opinion whose favorable in- 
fluence in aiding sales can hardly be 
overestimated, 

The same policy of consistency is 
carried out in the firm’s advertising. 
This is continuous and similar. Mr. 
Sorensen writes it himself. He be- 
lieves in keeping the firm’s entire 
story before the public at all times. 
In form, the ads are simple—an il- 
lustration and a complete statement 
of what is offered, including price. 
In form they are uncomplicated, very 
concrete and often very like on 
another in appearance, and frequently 
they tell exactly the same story day 
after day. Why change? This is 
the consistent story they have to tell: 

. merchandise of good quality, the 
same makes through the years, a long 
established policy of passing on 
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freight and rental savings to cus- 
tomers, the knowledge that prices now 
offered will not be cut in a sale to- 
morrow. The method of telling and 
the signature of the company become 
as familiar as a recognized handwrit- 
ing. The average reader should be 
addressed as clearly and as simply as 
one would speak to a child of ten, says 
Mr. Sorensen, and he has to be told 
the story over and over before he 
believes it. 

Appropriations for advertising are 
based on a regular proportion of busi- 
ness done. During the boom years 
previous to the depression this per- 
centage was about 34 per cent. When 
business in the electrical department 
began to slack in 1930-31, the com- 
pany did something very wise and 
very unusual—it raised, not cut, its 
appropriation for this department. 
Through the depression the advertis- 
ing account has risen until it 
amounted to as much as 64 per cent 
of sales. Response was prompt. As 
a result of this far seeing policy, busi- 
ness did not slump for the Southeast 
Furniture Company as it did with 
many others. It is interesting to note 
that the proportion allotted to adver- 
tising was dropped again to 4 per 
cent in 1936 and it is expected it will 
soon be back at the normal level. 
As advertising is almost the sole 
method of reaching the customer, it is 
possible to keep a very close check on 
results from given advertising. Mr. 
Sorensen is able to tell with great 
accuracy just what a given advertise- 
ment has accomplished and plans are 
modified according to this record. 

There is, of course, much selling to 
auto customers and also considerable 
mail order business. In districts near 
Salt Lake deliveries are made by 
truck, the drivers of which frequently 
serve as both service men and col- 
lectors. The store has a strict credit 
policy and a close follow-up on col- 
lections. After five days a “late” 
letter is sent, after thirty days a per- 
sonal call is made and prompt rever- 
sion follows if necessary. 
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Bona Fide Washer 
Prospects into Your Store 

Twice in two weeks and 
on the second visit 
they will have more 

than $2,000 in 
their 


No guesswork. Actual average of 
results where dealers have used this 
unique plan. 

Automatic does more than provide dealers 
with an outstanding line of quality washers— 
priced right. We swing into sales action at 
once with a proven selling plan that — 


—Makes immediate sales 
—Secures lots of live prospects 
—Brings about tremendous store traffic 


Send the coupon at once for full details. 


Just ONE of FIVE 
Proven Sales Plans 


In addition to Automatic's copyrighted 
washer-selling plan, our Five Star Plan Book 
gives you full details of four other plans, which 
have proven very successful for Automatic 
Dealers. Send ter bios copy of this book today. 


THE AUTOMATIC LINE 
FOR 1937 INCLUDES 
7 models of Washers—5 Electric and 2 with Briggs & 


Stratton Gas Engine. Also fitting companions in the 
new De Luxe Automatic Save-A-Day Ironers. 


Outstanding Sales Features of the new Automatic 
Washers are beautiful Streamline Designs, Duo-Dise 
Agitator with its two-way washing advantage, Stokes 
patented ball-bearing transmission, backed by a broad 
and liberal Service Warranty which insures you against 
service losses, and the exclusive "Magic Button” 
wringer, greatest safety improvement since the 
swinging wringer. 

Send for the Automatic Five 

Star Selling Plan Book Today. 


AUTOMATIC WASHER COMPANY 
210 W. Third St. Newton, lowa 


AUTOMATIC WASHER COMPANY, 
210 W. Third St., Newton, lowa 


Send me your Five Star Plan Book and your 1937 
Proposition on Automatic Washers. ‘ 
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Richards, left, and McKechnie review the records. 


is a natural,” said President 

Richards. “We went into 
coal stokers last August and already 
this line is up with our appliance 
leaders.” 

When Mr. Richards decided to en- 
ter the stoker selling game he made 
a wise move in employing a first class 
stoker man, V. “A. McKechnie, to 
handle all phases of that department. 
Mr. McKechnie has been directly as- 
sociated with the stoker industry for 
the past 15 years, much of that time 
as representative for such manufac- 
turers as Whiting, Auburn and Riley. 
His experience has provided him with 
a well rounded background, therefore 
fitting him to do a job. 

Before stepping into the stoker 
business, Richards and McKechnie 
sat down in the office to decide what 
manufacturer to represent. With the 
completion of their conference it was 
agreed that they wouldn’t concentrate 
all their efforts on one make, but try 
to cover all price ranges, thereby plac- 
ing them in a position to meet the 
price requirements of every prospect. 

Now the firm markets Whiting, 
Stoker-Ola, Mechanicol and Stoker- 
King products. These provide them 
with a model in all price classifica- 
tions. 

Mr. Richards has benefited from 
his experience in the retailing field. 
In 1930 he created the company as 
a manufacturing plant for the pro- 
duction of electric refrigerators. He 
saw some difficulties in this field, 
turned to retailing, though a box is 
still produced occasionally. 


looks as though the stoker 


He began merchandising various 
makes of refrigerators, gas and elec- 


tric ranges, radios, washers, ironers, 
and not until last August did he enter 
the stoker business. Since 1930 Mr. 
Richards has framed the opinion that 
the average retail salesman doesn’t 
know his product, resulting in price- 
selling instead of concentrating on 
features. To prevent the Nome sales- 
men from falling into this class, each 
man is thoroughly trained in the con- 
struction and sales features of all 
appliances handled. Several such ap- 
pliance schools, throughout the year, 
refresh them on the various points. 
This principle has been carried a 
step farther in Mr. McKechnie’s 
stoker department, for the sales staff 
of that branch deals only in stokers. 
This equipment is something more 
than an electrical appliance. It has 
to be intelligently sold and installed, 
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according to Mr. McKechnie, and 
every salesman is educated to do this 
kind of a selling job. 

Eleven men form the stoker sales 
force. These fellows work on a salary 
and commission basis, do a minimum 
of cold canvassing as the Nome Com- 
pany has established a large appliance 
user list. To date the least efficient 
stoker man has averaged a minimum 
of $150.00 per month. 

It is the experience of Mr. Mc- 
Kechnie that users of stokers compose 
the best source for developing leads. 
He says that every stoker installation 
leads directly to four or five addi- 
tional sales. This situation he at- 
tributes to a first class job of word- 
of-mouth advertising resulting from 
pride of ownership. 

Mr. McKechnie is able to pass along 
two worthwhile suggestions that, if 
applied, will enable potential stoker 
dealers to avoid unnecessary troubles. 
It has been the experience of Mr. 
McKechnie that a “cub” stoker sales- 
man too often recommends a unit in- 
adequate for a certain heating job. 
Another difficulty that frequently 
is a faulty installation. In 
either case, added costs, dissatisfied 
customers, result. 

The first problem is avoided in two 
ways by the Nome Company. Be- 
fore the eleven salesmen went out on 
the street they were thoroughly 
schooled in the products of the four 
manufacturers they represent. Fur- 
ther the specifications on every job 
are checked by the manager. 

A further check is provided by 


arises 


the service or installation department. 
John Foller, a graduate electrical en- 
gineer, heads that end of the business 
and working under him are five to 
eight men (depending on the season) 
who know how to properly install a 
stoker whether it is a_ residential, 
commercial or large industrial job. 

According to Mr. McKechnie any 
given amount of heat can be pro- 


nd Now 
TOKER’” 


. Says L. R. Richards, 


president of Detroit’s Nome Refrigerator & 


Appliance Company ... For them stoker sales 


since last August have averaged close to 


$ 10000 PER MONTH 


By C. B. Conklin 


duced by stoker coal at about half 
the cost of other fuels. The boys 
in their selling efforts stress the point 
that heating with low grade stoker 
coal is inexpensive. They also as- 
sert, that, through the use of a stoker, 
an even heat can be maintained with 
a minimum of effort. 

Although stokers for large indus- 
trial plants have been on the market 
for a much longer period than those 
for the residential type of building, 
this firm has sold many more of the 
latter units. So far sales have run 
five domestic to one commercial. Their 
sales, bulking together these two 
types, have averaged $425.00 per 
unit. 

This figure doesn’t include instal- 
lation costs which range from $35.00 
to $125.00 depending on the size of 
the stoker, building and so forth. In 
quoting customers, it is the practice 
to bulk the installation charge with 
the selling price of the stoker. 


es 


As stated before, the users form 
the best advertising medium for stok- 
ers, therefore the salesmen follow al! 
owners closely. An example of en- 
thusiastic ownership is the case of 
the Roman Cleanser Co., producer of 
soaps. This outfit recently completed 
a fine building in Detroit, in which 
was installed a $1500 stoker by the 
Nome Company. In one of its ad- 
vertisements concerning equipment, 
the laundry used some flattering copy 
to inform readers of its satisfaction 
with the coal stoker. Unusual because 
the cleanser firm bore the entire cost 
of the advertising. 

Richards, McKechnie and others 
associated with them in the stoker 
department are taking advantage of 
the opportunity presenting itself 
whereby a product has increased from 
a national sale of 41,500 units in 1935 
to at least three times that figure in 
1936. They’re going places in 1937 
with the four stoker lines. 


At the corner of Cass and Warren, the main store boasts 
of a continual window display. The firm has another store 
in Detroit, a third in Lansing. 


Mass displays not only make an impression, but provide 
“lookers" with a large selection from which to choose. 
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This FRIGIDAIRE Electric Room 
Cooler is typical of present profit 


I the past fifteen years there has been 
no greater business opportunity than 
that offered today by air conditioning — 


every month in the year 
and for years to come 


\ 
\ 


= 
| 


Compare any other 


rm opportunities. -There are more in = 
heating, cooling and conditioning of air. | Franchise with these 
all The Delco-Frigidaire Franchise offers 
of a line of products that covers this field 
of completely... right in price... right in ADVANTAGES 
ted : 
engi ing. 
ich ee ; man 1 The power of the name General Motors 
the It offers national leadership in both heat- . and the proven record of General 
<4 ing and cooling. Motors in taking its dealers to the top. 
py It offers unusual opportunities for pres- 2 A complete line of heating and cooling 
ion ent profits. equipment . . . offering such proven sales 
vet" he Thin-Mix Fuel Control 
ost But most important of all it offers th 
P er and Controlled-Cost’’ Air Conditioning. 
proven record of General Motors in taking me 
ers : 3 Right products at prices so competitive 
ker its dealers to the top over the long-haul. 
that no sale need be lost. i 
To the sound, conservative business 
el f 4 Accepted national leadership and wide- 
om man whom Delco-Frigidaire wishes to spread public acceptance. i 
have as its ‘‘front-line’’ partner. . . this 
in : 5 Dominant and convincing advertising i 
937 . ‘long-haul prospect —this chance to enter 


Last summer Frigidaire Electric Room Coolers 
enjoyed a widespread public acceptance. Dealers 
who foresaw the demand for efficient low-cost 
cooling and stocked Frigidaire Coolers in time, 
asts sold out long before the summer was over... 
This year there is an even more active interest, 
that Delco-Frigidaire dealers will cash in on. 


fide 


a soundly growing business—is particularly 
important. 

There’s room fora few more thoroughly 
qualified dealers in the Delco-Frigidaire 
organization. Mail coupon or write today. 


and sales promotion that tells a competi- 
tive story—éoth nationally and locally. 


Write for more information 
about this great Franchise 


Delco-Frigidaire Conditioning Division, 
General Motors Sales Corp. 
Dayton, Ohio— Dept. EM-6 


MAIL THIS COUPON TODAY 


| am interested in your Franchise. Please 
send me complete information at once. 


Name 
The Air Conditioning Division of General Motors Address | 
AUTOMATIC HEATING, COOLING AND CONDITIONING OF AIR [eReeeiaeme i 
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and works out a hookup. 


Pocket your dignity and attract attention, 


advises E. P. Cooper of Dines’, Covington, Ky. 


RAPPED up in about every 

sales formula handed the trade 
nowadays is the admonition to “Use 
your users.” Fine and dandy for the 
old hand, but it forgets the fact that 
there are quite a number of young 
appliance businesses that aren’t old 
enough to grow whiskers or possess 
a lot of customer records. 

So, we ask you to go down to 
Covington, Kentucky, with us and 
Edward T. Cooper, appliance 
manager of Dines’ Furniture House. 
He’s the only man who ever sold a 
phonograph to a deaf and dumb man. 
Sure enough. It was for the poor 
fellow’s mother but that didn’t pre- 
vent Colonel Cooper from getting the 
town all agog over the news. That’s 
part of his system. 

“Keep them 


meet 


talking—that’s the 
idea,” is his advice. While Mr. 
Cooper has 22 years of appliance 
experience wrapped under his belt, 
nevertheless he was good enough to 
pass out some advice to firms that 
have few users. The Cooper formula 
is to do anything startling that will 
cause talk. If people talk about you 
it’s not long before they get interested 
in you and you're in a fair way to 
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accumulating a bunch of customers. 

Let’s run over some of the Cooper 
stunts that set the town on fire. 

1. The time he got stuck with some 
songbird records. Cooper dressed a 
window with canary bird cages and 
started a phonograph playing the rec- 
ords. The whole street was filled with 
an outburst of cheeps and twitterings 
that made passersby wonder what was 
going on in that furniture store. Soon 
advertisements in local papers were 
telling Covington how to improve 
one’s canary’s voice. It was no time 
at all before Cooper was cleaned out 
of his stock of bird records and had 
to repeat his order. 

2. His crowd-stopping window. 
With a carload of radios tucked away 
last fall Mr. Cooper had the problem 
of selling them. Going over to the 
10-cent store he came back with $2.50 
worth of little boats, automobiles, tin 
cruisers and aeroplanes and replicas 
of every type of vehicle that moves, 
flies or swims. Around his windows 
of radio he installed a veritable toy 
shop with ribbons leading to the sets. 
All over the place he plastered little 
signs telling how all these vehicles 
could be put into touch with all the 


What 


when you 


have 


No Users 


A railroad crossing sign that cost little performed wonders in attracting attention. 


world through the instrumentality of 
radio. It didn’t look like a radio 
window and it wasn’t, but 4,000 peo- 
ple, it is estimated, stopped to look at 
them, and more than 40 radios were 
sold as a result of this window. Twice 
a day the porter had to go out and 
clean the fingerprints off the window. 

3. His monkey window. Tennessee 
got a lot of publicity, you will remem- 
ber, a few years ago at the time of 
the Scopes evolution trial? Right 
when newspapers were full of it, 
Cooper proceeded to run a window 
with some monkeys in it, and the 
legend “No monkey business with a 
Thor washer.” 

4. Dropping cards from aeroplanes. 
A flock of cards dropped from a low- 
flying aeroplane over the city, each 
good for $5 or $10 on a washing 
machine, will get results for a new- 
comer, Mr. Cooper says. 

5. Novelties pull. The mechanical 
man was a sure traffic getter. Movies, 
demonstrations, stunts of any kind, 
usually totally unassociated with busi- 
ness, got crowds into the store. Traf- 
fic is what a newcomer needs. That 
first visit paves the way for future 
call-backs. 


6. Athletic teams. Dines’ Furniture 
House bought about $125 worth of 
uniforms for a local amateur baseball 
team, paid the pitcher weekly and 
figured that this soft-ball team brought 
them $1200 worth of business directly 
and hundreds of dollars worth of 
free advertising. 

7. “Different” With 


merchandise. 


all the competition in Covington and 
Cincinnati (across the river) selling 


washing machines, Dimes attracts at- 
tention to the line he handles by fea- 
turing the twin-tub washer. Mr. 
Cooper is careful to avoid any in- 
sinuation that the twin tub machine is 
merely for families with bigger wash- 
ings. He sells the fact that washing 
time is cut in two, that washing is 
made a continuous process, and that a 
first washing in lukewarm water re- 
moves 80 per cent of the dirt and 
eliminates soaking. 

“Always have a special story if you 
want to get anywhere with electric 
appliances quickly,” he advises. “This 
is a business in which you can check 
your dignity at the door as you come 
into work. Don’t be afraid of kicking 
up your heels and you will have the 
whole town noticing you.” 
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for the price of one! 


@ DEALERS, here's an offer that will 
make a hit with your customers! TWO 
NEW 1937 MODELS... both GENUINE 
PREMIERS... BOTH Completely Ball 
Bearing, Modern in design with ball 

_ bearing motors and ball bearing 
motor-driven brushes and exclusive 

—= Premier Features that mean quality, 

durability, and efficiency! You can 

offer both of these cleaners for the 
price of one, and the customers old _ 

cleaner. This amazing offer is bring- , 

ing in many new customers and 

greater Profits for Premier Dealers 


the country over. You too, can in- 
crease your sales and profits by lin- 
| ing up with a manufacturer that for 
27 years has built quality merchan- 
dise that is priced right. 
You can't afford to wait... line up now with 
all PREMIER...sell quality merchandise! | 
r Both cleaners have ball bearing motors and brushes, h 
tly 4 
of 
ith PREMIER DIVISION — DEPT. D-100 
ind 
ing 
at- 
ea- ; 
Mr. 
in- 
PREMIER DIVISION — DEPT. J-100 
ing Electric Vacuum Cleaner Co., Inc. 
is t ce Cleveland, Ohio 
ta ; - Please let me know the details 
re- on your Double offer for dealers, 
and ; 
Nand Premier's famous Poro-Nap Premier's “Double Brush,” 
gives EXTRA SUCTION. dust bag is of highest because of its design and 
Never needs oiling—air quality napped sateen— its quality, cleans quickly 
me eeoled—built for long life. has large opening and pat- and thoroughly, making 
ing Se This motor guarantees com- ted dirt trap to guarantee Premier a cleaner that gets | 
the plete customer satisfaction. DUSTLESS CLEANING! ALL THE DIRT! 
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@ We supply plans, promo- 

; tional material, colored display 

‘ cards, folders, etc., to assist 

{ dealers with their merchandising 
and publicity. The Everhot 
Roaster-Table "Deal" has what 
it takes. And the material we 
supply has what it takes to help 
put it over. But the offer is 
limited. Write for complete 
details today! 


AND A HAPPY ONE 
for 


€VERHOT 
DEALERS 


— a hunch that an extra 
value utility table should be 
supplied with Everhot Roast- 
er-Cookers. We matched 
them. We created a combin- 
ation Roaster-Table “Deal” 
which made it possible for 
dealers to offer a substantial 
saving to consumers over the 
regular retail price of both 
items. It TOOK! The com- 
bination has proved to be 
one of the greatest merchan- 
dising “deals” ever origi- 
nated for stimulating the 
sale of electrical appliances. 
Reason for the sensation is 
simple enough. The merchan- 
dise value is apparent. A 
money - saving opportunity 
exists—and, MAINLY, the 
combination unit forms the 
ONLY really complete 
“portable” electric cooker 
outfit on the market. 


LITERATURE 


to feature 


the 


€VERHOT 


COMPAKT 


RANGETTE 


@ Vacation season brings an opportunity 
for additional profitable sales on this minia- 
ture electric range. ideal for camps anda 
summer cottages as well as small apart- 
ments—wherever space is limited or quar- 
ters are temporary—and wherever there's 
a wall outlet. Catalog No. 636-0 complete 
with removable oven. Oven No. 637. 
Rangette less oven No. 636. Order through 
your jobber. Envelope enclosures or litera- 
ture for across-counter distribution supplied 


THE SWARTZBAUGH MANUFACTURING CO. 


' TOLEDO, OHIO, U.S.A. Est. 1884 
Chicage Office: 1498 Merchandise Mart 
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| High-Priced Homes 


ers, garbage disposal and every other 
| thing that can be built in. 

They are not afraid of cove light- 
ing, soffit lighting, trick lighting, in- 
direct lighting, lumiline fixtures or 
any other form or shape that elec- 
tricity for seeing can be squeezed into. 
Just so long as it is good looking and 
does a job. They are not afraid to 
provide for sixteen or twenty cir- 
cuits per house to provide for the 
present and anticipated load. And as 
for outlets—instead of trying to save 
money—cut corners—they have looked 
around to see where it was possible 
to stick the things. You could plug 
your electric shaver in out on the 
sun porch or down alongside the auto- 
matic heating plant in the basement. 

No one house is built just like an- 
other. Just as they vary from early 
Colonial to Georgian in design they 
may differ considerably in the amount 
or type of equipment that is put into 
them. Only in some particulars are 
the houses built to a standard. These 
include: poured concrete foundations, 
set on concrete footings 18” wide and 
8” deep; North Carolina pine frame, 
&” thick, set diagonally; number one 
black slate roof, laid rambling; lead- 
ers, gutters and flashings of copper, 
plumbing, both hot and cold pipes of 
Anaconda red brass; rock-wool insu- 
lation (Johns-Manville); automatic 
heat, gas or oil (G-E) with Tele- 
chron electric clock thermostat and 
all automatic controls; steel case- 
ment windows; recessed radiation 
(American Radiator). 

The electrical equipment also 
varies. Complete air conditioning 
may be built into the house at a: rea- 
sonable extra cost. Complete electric 
kitchens may be built in or the kitchen 
may be equipped with just a refrigera- 
tor or a range or a dishwasher, de- 
pending on desire of the purchaser. 
Enough houses are built with the 
equipment complete so that the pro- 
spective buyer may see a finished job 
and be told of the advantages of hav- 
ing the kitchen built in as a unit. 
| Alternatives to the complete job are 
| made possible, however, so that those 
| people already owning refrigerators 
or ranges may move them in. 
| Houses stand on plots of 7,500 feet, 
| which is minimum. At least twenty 
| are always kept open for display and 


| 
| 
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CONTINUED FROM PAGE 2 


sale purposes although they are avail- 
able for immediate occupancy. On 
orders to build, the Levitts assess a 
flat charge of 3 per cent to the con- 
tract price of the house. Regular 
financing is on a basis of 25 per cent 
of the purchase price paid in cash, 
the balance on one mortgage which 
runs for twenty years. Interest rates 
vary according to the amount paid 
down—if 25 per cent is paid down the 
interest on the balance runs at 6 per 
cent; if 35 per cent, the interest is 
5 per cent; and if 60 per cent cash is 
laid on the line, the interest is reduced 
to 44 per cent. 

The house in the picture—the one 
wrapped in cellophane—was one of 
the latest creations of the Levitts. 
They called it the Metropolitan Home 
and, in order to get over to the public 
the enormous change that had taken 
place in modern housing and to let 
them know what a house in the 1940's 
would have to have to be called 
modern, they dramatized the electrical 
equipment. Automatic gas heat is em- 
ployed with a split air conditioning 
system which takes care of the lower 
floors of the house. Air conditioning 
for the upper floors may be added at 
any time. It must have been a good 
house because Mr. Terrell, the sales 
manager for the Levitts, bought it 
himself and is now creating a modern 
whoopee room in the vast, high ceil- 
inged basement. When he gets it fin- 
ished it will look like a decorator’s 
dream in red and gold leather furnish- 
ings, a cocktail bar of chromium and 
all kinds of ping-pong and pool tables 
for guests. Take a look at the average 
basement in the home built some ten 
years ago and then think of that one! 

The trick of wrapping the house 
in cellophane for the opening was a 
stunt in itself. For those who like 
figures we can offer the information 
that 4,000 feet—half-a-mile—of cello- 
phane was used and was installed by 
a special crew of 25 men from the 
Dupont plant in Delaware. The big- 
gest zipper ever made—14 feet high— 
was built into the package and ap- 
propriately zipped by a star from a 
Broadway show at the opening. 

But that was just the whipped 
cream on the cake. It was the electri- 
cal equipment inside the house that 


“Excuse me—I want to say goodnight to my wife” 
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in the 


Kitchen 


One utility company offers a 
free coal and wood burner 
with every electric range. 


OWER companies which do not 
| ye the hoped-for increase in 
kilowatt-hour use and in dollar return 
from the sale of electric ranges can 
perhaps learn something from the ex- 
perience of the California-~Oregon 
Power Company. This utility found 
that fewer old ranges using other 
types of fuel were turned in as trade- 
ins on the sale of electric ranges than 
were anticipated. Investigation showed 
that in a large number of instances, 
particularly in country districts, the 
old range was kept installed in the 
kitchen and used for heating purposes 
during the cold weather period. Na- 
turally it was also used for cooking at 
this time also. In fact they found that 
73 per cent of all sales of electric 
ranges were in homes where some ad- 
ditional source of heat would be needed 
in the winter. Loss of revenue through 
continued partial use of the old range 
was found to be from 20 to 40 per cent. 

As a result of this study, the com- 
pany had designed for its use a coal 
and wood burner which it offered free 
with every sale of an electric range 
in exchange for the old range. This 
equipment is attractive in appearance, 
fitting well into a modern kitchen as 
an adjunct to the new range and it is 
also so designed that it was not usable 
for cooking purposes. Where desired 
it can be fitted with water coils. The 
heater costs the power company $26.10 
in San Francisco and would be sold 
for $45 retail, so that the customer 
feels that he is getting his full money’s 
worth in exchange for the old range. 
Since July, 1934, when this plan of 
eliminating old cooking equipment was 
started, over 3,000 of these heaters 
have been installed. Which means 
3,000 electric ranges which are now 
being used full time for family cook- 
ing. 
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can close sale after sale 
simply talking these 3 
VOSS Safety Features that others can't 
even mention: 


Safety Feature No. 1 _voss “tie. 
tric Stop” SAFETY WRINGER. In an emergency. 
tension on wringer rolls releases—switch turns off 
—all mechanism stops automatically. Only VOSS 
has this feature! 


Safety Feature No. 2 voss rica. 
ing Agitation. A safer way to wash clothes— 
washes in the clean suds at the top—clothes come 
out whiter because they are actually cleaner. Only 
VOSS has this feature! 


Safety Feature No. 3 —SAFETY 


BASE. Heavy widespread base especially designed 
to prevent tipping. Only VOSS has this feature! 


More and more each day. people are being im- 
pressed with the importance and need for precau- 
tions of every kind. Safety is rapidly becoming the 
most important merchandising feature in home ap- 
pliances. 


VOSS offers you the opportunity to make unforget- 
able demonstrations in new Washer Safety—dem- 
onstrations that turn prospects into buyers. 


Write today for FREE VOSS Plan Book—contains 
complete details about unusual VOSS Consumer 
Sales Plan that enables you to attract interested 
worthwhile prospects into your store. 


VOSS Commonwealth Washer 


Beautiful, new streamline design  in- 
stantly appeals to the most discriminating 
buyers. 


Sales and profits are determined only by 
the ability of your sales force to show VOSS" 
extra margin of safety. 


The VOSS is not “price” merchandise— 
but, it is well within the popular price 
range, and is backed by National advertising 
in The Saturday Evening Post, Successful 
Farming, etc. 
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with the world’s 
SAFEST 


} 


VOSS BROS.MFG.CO.-Davenport,la, 
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organization. 
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Seaies is clean deal without 


Yours very truly, 


WIR/ep 


MH, We invite you to find out what the Combustioneer 


Franchise will mean to you. Write us today to 
have a representative call and give you the com- 
plete story of how Combustioneer dominates for 


dealer profits. Address Combustioneer, Springfield, Ohio 
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TOMATIC COAL BURNER 


HOMES, APARTMENTS AND FACTORIES 


The interior and the ex- 
terior of one of Wisconsin- 
Michigan Power Company's 
stores after re-modeling. 


Remodeling 


for Sales 


HE Wisconsin-Michigan Power 

Co. remodeled three of its retail 
stores this past year—made them into 
three of the most modern retail out- 
lets in the northwest. 

“It was about time,” Ross E. Wil- 
liams, sales manager for the utility 
company, said. “The three stores 
were among the worst in our neck of 
the woods.” 

At Appleton, headquarters of the 
company, the retail store was located 
in a long, narrow building. Working 
on a comparatively small budget, the 
company remodeled the location into 
what this old examiner of appliance 
stores claims to be the second best in 
more than 2,000 stores visited in the 
past few years. (The first is still the 
Lou Maxon store in Muskegon, Mich. ) 

The Appleton store is featured by 
a unique zigzag window arrangement. 
Rather than place its door directly in 
the middle of the narrow space it had 
to work with, the company saw fit to 
have the street entrance on the left. 
The customer walks in, and then has 
to walk to the right to get into the 
store itself. Following a zigzag path, 
the customer is confronted with two 
display windows, which, as Mr. Wil- 
liams explains, “get "em coming and 
going.” In other words, the person 
entering the store and also the one 
coming out are both confronted with 
window displays. 

Opened last December, 6,500 per- 
sons visited the Appleton display 
room the first day. The long, narrow 
interior was shortened by placing a 


| 


stairway at the far end. Sunken lights 
from the ceiling illuminated the place 
brightly. Along the walls were attrac- 
tive displays of refrigerators, water 
heaters, washers and other appliances. 

In Iron Mountain, Mich., more 
than 5,000 persons visited the re- 
modeled store there, the opening day. 
That was on a Sunday! Three priests 
had come to the company and re- 
quested that when the store reopened 
it be on a Sunday so that the men 
of the town could come to see it. The 
company complied with the request 
and has enjoyed the citys’ good will 
since, 

Elaborately decorated in black and 
ivory, with chrome aluminum trim, 
the Iron Mountain store is a flashy 
display. Shadow box lighting along 
the walls enable advertising messages 
to be silhouetted against the wall. A 
complete all-electric kitchen was in- 
cluded in remodeling plans, together 
with attractive display counters. 

The Neenah, Wis. store was a 
typical store, until remodeled. The 
first day it was opened 4,000 persons 
visited it. At each of the three re- 
openings the company gave away 
cook books, and soon ran out of its 
available supply. All three stores are 
air conditioned and have attracted 
many customers this past summer. 

Mr. Williams reports that business 
with the utility company has been in- 
creased all year, partly due to the 
remodeling of the stores. Being show 
places, the stores draw the curious, 
and much drop-in business results. 
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‘The flat surface of Chromalox Super-Speed Electric Range 
units convinced us of their practical and efficient method of 
transferring heat from unit to cooking vessel. Our experi- 
ence with Chromalox units has since proven the correctness 
of our first decision and served to emphasize other very 
desirable features such as long life, high efficiency through- 
out life of unit, and low operating temperatures which con- 
serve life and appearance of the range. Happily, these units 
have resulted in better cooked and more delicious foods 
and have made many friends for Norge Electric Ranges.”’ 


President, NORGE DIVISION 
BORG-WARNER CORPORATION 


BUYERS OF THESE FINE RANGES accept their Chromalox Super- 
Speed units as visible evidence of the determination of the range 
builder to provide the best the market affords throughout every 
detail of range construction. Wise merchants selling these ranges 
capitalize on this fact, and permit the Chromalox unit to aid their 
selling. They know that this unit and the range it serves, will back 
up every word they say. 


EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 
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smashed sales records and made more profit for the 
_ dealer because they give so much MORE FOR THE 
_ MONEY. More features, including 6 like SAV-A-STEP 
that are exclusive. More economy and 


cause of the advantages of Stewart-Warner's exclusive 
finance plans administered through C.L.T. There's still 
time for you to share these profits. Phone your Stewart- 


STEWART-WARNER 


“CHICAGO, ILLINOIS 


PAGE 28 JUNE, 1937—ELECTRICAL MERCHANDISING 


| — 
= 
; - compressor that runs less, costs less. And dealers have 
2 
é kept their profits, because of the Stewart-Warner’s 


=. 


Selling 


Hall of Kame 


WESTINGHOUSE QUOTA-BUSTERS 


Tops among crack retail salesmen of Westinghouse are the group 
gathered here and snapped at the Quota-Busters Convention. Left to 


right: Glenn Seresche, Wilkinsburg; R. C. Cosgrove; James L. Rich, Hous- 
ton; Henry Carfagnia, Turtle Creek, Pa. (top man); A. E. Allen, Westing- 
house vice president; Dan Thompson Overton, Texas; J. H. Campbell, 
New Haven, Conn.; Don Rogers, New Haven; and R. C. Pollock, Van Wert. 


HENRY CZECH 
Milwaukee, Wis. 


OR obtaining the largest number 
of new dealers in laundry equip- 
ment and vacuum cleaners during 1935 
Henry Czech, division manager, West- 
inghouse Electric Supply Co., Mil- 
waukee, won a ship’s clock recently. 
Gathered around him in the pic- ’ 
ture, left to right, are J. C. Schmidt- ta) 
bauer, Chicago; O. I. Alverson, 
manager of vacuum cleaner sales. 
Westinghouse, Mansfield, Ohio, 
Henry Czech and C. A. Dostal, north- 
western district merchandise manager, 
Westinghouse Electric and Manufac- 
turing Co., Chicago. 
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Here's the Apex All-American sales team. 
came out tops for the country. 
berg, Cleveland; E. P. Burrall, Chicago; J. M. Purdum, Charlotte; 
Dowden, Camden; R. E. Sargent, Cleveland and H. D. Cote, New York. 


ELLEN HAYES 
St. Louis, Mo. 


W: PRESENT now Miss Ellen 
Hayes, star saleslady at Famous 
& Barr, St. Louis, for Miss Hayes 
has made an enviable record in selling 
higher priced washers and ironers. 
Before coming to her present posi- 
tion she had charge of the floor sales 


‘at Stix-Baer-Fuller, and during the 


tall Treasure Chest contests she won 
over $300 worth of prizes. 

Using her own car, Miss Hayes 
puts in many a full day demonstrating 
washers and ironers. In fact she gives 
her demonstrating ability much of the 
credit for her sales of over $11,000 
worth of washers and ironers during 
1935. At present Miss Hayes is 
“high man” in a crew of twelve sales- 
people. 


ED. KUEHN 
EFRIGERATOR 


sale records have been broken 
with unfailing regularity for several 
General Radio & Supply 
Co. in Belleville, Ill, an old conserva- 
tive German community of 30,000 
people. 

In 1935, refrigerator sales totaled 
244 and in the first nine months ot 
1936, this figure had been surpassed 
\nd the firm has sold two carloads 
of washers (One Minute) this vear. 

This selling record was made by 
Ed. O. Kuehn, owner of the firm. 
and his sales assistant, Clifford T. 


washer 


vears at the 


APEX ALL-AMERICAN 


ED. KUEHN 
Belleville, Ill. 


Kuehn has done radio 
broadcasting and with this background 
as an entertainer he makes his demon- 
strations interesting to the prospect. 
And he dramatizes features of a re- 
frigerator in his talks and displays. 
For example he will take a door apart 
on the line he sells to show it is all 
steel and the door on a competitive 
make is something else. 

It may be only a door failing to 
close tightly, a light refusing to burn 
or something still more serious but 
when the complaint reaches Ed. Kuehn 
he’ll personally take care of these 
things when the service man _ isn’t 
available at night time, holidays or 
Sundays. And frequently these cus- 
tomers tell other potential buyers 
about Ed. Kuehn’s “swell service.” 

Ed. Kuehn has taken refrigerators 
apart that he might know intimate 
details of their construction. Not only 
is this true of the Westinghous« 
refrigerator which he sells but also 
of competitive makes. This mechani- 
cal bent enables him to make specific 
comparisons with other lines if  th« 
prospect brings up some competitor’s 
feature. 

The sales room is kept open until 
10 o'clock at night, if necessary. Hus 
band and wife find it most convenient 
to see a demonstration together in 
the store after the supper hour. And 
it is during the evening hours that 
Ed. Kuehn has closed many of his 
sales. 


Biggs. Ed. 


These district managers for the company engaged in sales contests and 
Left to right: H. H. Newman, Detroit; F. J. Hirst, Reading; C. P. Lang, Dayton; L. S. Don- 
R. F. Gerrold, Buffalo; R. R. Myers, Pittsburgh, E. E. 
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HIS MOTOR IS A SALESMAN 
that helps you convince prospects 
that your appliances are the best for 
the money and are of high quality throughout. 


General Electric’s high standards of quality are well 
known, and when prospects are told that your appliances 
are equipped with G-E motors, they take the high quality 
of the electric equipment for granted. This reputation, 
added to that of the appliance manufacturer, leaves no 
doubts in the minds of prospects about the dependability 
of the appliances. Thus, more time can be devoted to 
talking about the comforts of electric appliances and how 
they save their cost in a few years. 


Impartial surveys indicate that the general public 
prefers G-E motors—-prefers them because they 
have a reputation for giving many years of 
care-free service. 


GENERAL ELECTRI 


HIS MOTOR IS A WORKMAN 

that is reliable, that is quiet- 

operating, and that requires little or no 

attention—-one that makes satisfied customers, leads 
to additional purchases, and brings in new customers. 


G-E motors are designed by experienced engineers and 
built to last a long time. The cast-aluminum rotor wind- 
ing, protected stator windings, and resilient-rubber 
mounting are but a few of the many G-E developments 
made to meet the high performance standards of 
modern appliances. 


Today, millions of G-E motors are giving lasting 
satisfaction on washing machines, refrigerators, 
oil burners, and stokers — are helping to build 
confidence in domestic electric appliances. 
General Electric Company, Schenectady, 
New York. 


070-189 


| | 
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PEOPLE 


PRODUCTS 


PLANS 


Electrical Merchandising Review of the Menth 


June 


Fred Waring, the old music master, 
seems pretty pleased with his hon- 
orary diploma as a member of the 
"Tuff Guys", an organization of good 


male cooks, That's Bob Richards of 
the Westinghouse Press Bureau on the 
left. Two handsome guys, what? 


UTILITY CREDIT MEN MEET 
JUNE 21-24 IN CHICAGO 


CHICAGO—Public Utility credit men 
will meet at the Stevens Hotel in Chicago, 
June 21-24, during the Credit Congress 
ot Industry, which is to be held as part 
of the 42d annual convention of the Na- 
tional Association of Credit Men, accord- 
ing to an announcement by R. W. For- 
wood, chairman of the Public Utilities 
Group. 

One of the important subjects up for 
discussion will be “Merchandise Credit 
from a Public Utility Standpoint.” It 
has been pointed out that whereas a de- 
partment store, for instance, may select 
its customers, accept or decline an ac- 
count with criticism, give extended terms 
or make allowances, that they have only 
their own store to answer to. Losses 
are absorbed by the store. The utility 
company is faced with a different prob- 
lem. They cannot select their customers 
nor extend preferred terms. 

Many systems of credit extension are 
in effect. Some companies extend credit 
to any customer using their service. This 
entails a vigorous repossession policy as 
many accounts become delinquent. Re- 
possession results in a loss of revenue 
trom the sale of company service. Yet, 
i there is no repossession then there is 
discrimination. Obviously, the best policy 
s one which produces the greatest profit 
ind the best public relations. 

Some of these facts were pointed out 
by Charles Davies of the San Diego Con- 
solidated Gas & Electric Company and 
will be discussed at length at the con- 
vention, 
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WATER HEATING COUNCIL SETS UP 
$1,000 AWARD FOR BEST LOAD-BUILDING PLAN 


NEW YORK—Operating utility com- 
panies that make the greatest contribu- 
tion in 1937 to the development of do- 
mestic electric water heating loads, 
through planned promotion and selling, 
are offered the opportunity of winning 
a silver trophy and $1000 in cash by 
the terms of the National Electric Water 
Heating Council Award, just released 
by the National Electric Water Heat- 
ing Council, 420 Lexington Avenue, New 
York. 

Announcement of the award is con- 
tained in a plan book in color, “Building 
Revenue With Electric Water Heaters” 
which is being distributed among utility 
companies throughout the country. The 
plan book is the first major step in a 
cooperative national promotion by manu- 
facturers to secure broader public ac- 
ceptance of electric water heating for 
utility companies in the remaining 
months of 1937. 

The rules and conditions of the Water 
Heating Award which will be made at 
one of the annual meetings of the Edison 
Electric Institute permit both large and 
small utility companies to enter with 
equal opportunity to win. Major con- 
sideration, it is announced, will be given 
to the utility company whose water 
heating plan is most original, and whose 
execution of the plan is most effective. 
Intentions to enter must be signified by 
June 1. 

The opportunities that exist in in- 
tensive promotion of electric water 
heaters are reviewed in the plan book, 
together with plans which may be fol- 


lowed in selling and installing electric 
water heaters and building the extra elec- 
tric load which they produce. It is 
pointed out that each electric water 
heater in domestic service sells from 


| taken on a 


3,000 to 4000KWH per year, and may | 


be added to the utility company’s present 
lines without any substantial increase in 
capital investment. It presents 
no service problem after installation, and 
its load demands may be accurately con- 
trolled. More electric water heaters 
were sold in 1936 than in the previous 
four years combined. Four big forces 


almost | 


cooperative basis among 
manufacturers for the promotion of the 
electric water heater. 

Members of the Water Heating Coun- 
cil representing utility companies, are: 
R. S. Bell, The Commonwealth & 


| Southern Association; Harry W. Ewald, 


which open the door to opportunity for | 


more electric water heater revenue for 
1937 are the rise in national income, in- 
creased expenditures for home improve- 
ments, widespread home building ac- 
tivity and the attention which national 
magazines and newspapers are giving to 
the importance of hot water. 

The plan book suggests that utility 
companies engage in a water heater sales 
campaign for at least two months this 
year, and gives details of plans which 
may be used successfully in outlining and 
conducting such campaigns. A _ business 
reply card is “tipped in” for utility ex- 
ecutives to return to the National Elec- 
tric Water Heating Council for full de- 
tails of the water heating contest. 

Kinsey M. Robinson, president of the 
Idaho Power Company is chairman of the 
National Electric Water Heating Coun- 
cil, which is sponsored by the Edison 
Electric Institute and the National Elec- 
trical Manufacturers Association. The 
present campaign is the first ever under- 


Ebasco Services, Inc.; H. M. Crawford, 
Pacific Gas & Electric Company; Julius 
Daniels, Edison Electric Illuminating Co. 
of Boston; T. D. Fulford, Puget Sound 
Power & Light Company; M. L. Hib- 
bard, Minnesota Power & Light Com- 
pany; C. R. Higgins, Florida Power & 
Light Company; O. M. Jackson, Georgia 
Power Company; C. W. Milliken, South- 
ern Colorado Power Company; H. A. 
Walsh, El Paso Electric Company; C. E. 
Greenwood, Edison Electric Institute. 


Manufacturers’ representatives of the 
Council are: A. H. Jaeger, Edison Gen- 
eral Electric Appliance Co., Inc.; S. D. 
Mahan, Westinghouse Electric & Manu- 
facturing Company; J. R. Lavelle, John 
Wood Manufacturing Company; Bruce 
Fleming, National Electrical Manufac- 
turers Association. 


The contributing manufacturers in- 
clude: Automatic Electric Heater Com- 
pany; Cleveland Heater Company; Edi- 
son General Electric Appliance Co., Inc. ; 
Electromaster, Inc.; Hotstream Heater 
Company; A. J. Lindemann & Hoverson 
Company; Westinghouse Electric & 
Manufacturing Company; Malleable Iron 
Range Company; McGraw Electric 
Company; Thermogray Company; John 
Wood Manufacturing Company, Inc. 


It got to us kind of late but anyway here a shot of the dinner meeting sponsored by Cleveland's 
Electrical League and held in April. Manufacturers, distributor's representatives and the complete league staff 
were present. J. E. North, president was the chairman and "Doc" Allison of the Edison Electric Institute 


the guest speaker. 


1937 
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Southern California Edison Company have even put heavy duty restaurant 
equipment into a trailer to take it on the road. Above is the exterior of the 
trailer while below, S. L. Cipperly, left, in charge of heavy duty sales, makes a 
demonstration to Theodore Cate. 


And here's a different kind of trailer which gives the maximum visual publicity 
to the product—in this case it is being used by a Combustioneer stoker 
distributor. 


| vHEELS 

SHOW BOAT ON WHEE 


A 


This is the type of trailer that is making the rounds of Crosley distributors. 
Inside are displays of washers, ironers, radios, refrigerators, bottle coolers and 
even the new X-ervac hair-grower. 
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May Oil Burner Corporation of Baltimore had this special trailer built for them 
by the Auto Cruiser Sales Corporation. It is equipped for sound and has a 
complete display of the company's products. 


THE ELECTRICAL ASSOCIATION OF 
PHILADELPHIA CONDUCTS THE FIRST 
MODERN ELECTRIC KITCHEN SHOW 


PHILADELPHIA—Realizing tre- 
mendous interest of the public in all- 
electric kitchens, The Electrical Associa- 
tion of Philadelphia opened the First 
Modern Electric Kitchen Show ever to 
be conducted in this country on April 20, 
1937, at the Edison Building, Philadel- 


It was originally planned to have a 
week’s showing, but the interest evi- 
denced by the public made it necessary to 
continue the display until May 6th. Dur- 
ing the first week of the Show more 
than 14,000 interested visitors attended 


the show, while a total of 29,000 viewed | 


the kitchen layouts during the period 
from April 20th to May 6th. 

In order to present this rapidly de- 
veloping phase of the modern home to 
the building and financial interests, the 
Electrical Association on April 19th, had 


a preshowing of the exhibition, which 
was attended by more than 400 leading 
builders and builder salesmen, prominent 
architects, outstanding leaders in the rea! 
estate field, banking executives, mortgag: 
company and insurance company officials, 
as well as the local radio broadcasting 
station officials, members of the press and 
the local leaders in the electrical indus 
try. 

Prior to the preview of the kitchens, 
an informal dinner was held in the Edi 
son Building at which an overflow at- 
tendance of 386 persons were present 
George R. Conover, managing director ot 
the Electrical Association, acted as chair- 
man, and in addressing this group, said 
“A modern kitchen may be defined as on 
containing an electric range, an electri: 
refrigerator, ventilating fan, electric 
clock, and labor-saving kitchen appliances 


Cromwell's, New Jersey distributors (Lambertville) bought this 
trailer and increased their business 20 per cent. Left to right, 
Kelly Kaplan, Jim Howard, both of Nassau Distributing Co., 
Newark; Kenneth Cromwell, owner, and John Terlecki and A. 


Schellenberg, both of Cromwell's. 


One of a dozen Palace trailers now being used by Westinghouse Electric 
Supply Company. The company is rapidly extending its trailer-coach 
display service to the smaller towns and villages. 
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Selling on Wheels Shifts Into High 4 
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by the exhibitors and the Utility Com- | Edison General Electric Appliance Com- si — 
pany. In addition, the Utility Company | pany of Chicago by the Government, it is 
' carried an insertion on the stuffer en- | announced. An order for 200 Hotpoint - : 
' closed in every bill sent out during the | water heaters for the Government’s rural 

uch ' time of the Show. resettlement project at Trussville, Ala- J 
ling In addition to the six electric kitchens | bama was placed with the Chicago Com- ES 
= on the part of the public, a contest was | pany several weeks ago. : 33 sal 
cis conducted whereby a $400 all-electric The water heater order follows closely 
ao kitchen would be given free to the per- | the recent award to Hotpoint of a con- 
i son submitting the ten best reasons why | tract for 8,480 electric ranges—the largest a 
~— everyone should own an electric kitchen. | single electric range order ever placed. Ee ~ a 
and The contest blanks could be obtained only | The electric ranges are for installation in , an t 
lus at the Show and had to be deposited in '! low-rent housing projects throughout the " ng rE: 
person at the Show, thus assuring per- country. 
Pdi; sonal attendance. 
oe Of particular interest to the home 
ba keepers were the afternoon programs 
“ge conducted at the Show. These programs 
ie were conducted right on the show floor 
aid where 700 chairs were set up. The at- - = 
tendance at these sessions was really 
aor outstanding, every seat being taken and 
sale not even standing room available, it 
aes j being conservatively estimated that 1000 
persons attended daily. 


properly placed for sequence of work. 
‘The modern kitchen is well lighted, 
properly planned and equipped with suf- 
ficient well placed electrical convenience 
outlets. It has correctly built-in cabinets. 

The principal address was made by 
Mr. George E. Whitwell, Vice-President 
in charge of sales of the Philadelphia 
Electric Company and National Chair- 
man of the Kitchen Modernizing Bureau. 
Mr. Whitwell in his talk particularly 
stressed the increasing desirability for a 
modern electric kitchen and in order to 
convince builders and others present, who 
might have been skeptical of electric 
cookery, presented a most convincing 
demonstration to prove the speed, ef- 
ficiency and durability of the electric 
range. 

An aggressive advertising activity was 
launched in order to create public at- 
tendance. Advertising was placed in all 
the Philadelphia newspapers every day 
during the first week and continued 
throughout the activity on a lesser scale. 
This was augmented by radio  broad- 
casting, excellent cooperative advertising 


Some idea of the crowd that 
attended the country's first 
electric kitchen show may be 
gathered from the picture at 
the right. About 1,000 persons 
attended the show daily and 
700 chairs were set up for the 
meetings. 


. 


In addition to the six electric kitchens 
exhibited by Judson C. Burns, “General 
Electric”; Elliott-Lewis Electrical Co., 
“Hot point’; E. E. Hedler-Roberts & 
Mander Stove Co., “Quality”; J. J. 
Pocock Co., “Frigidaire”; Raymond 
Rosen & Co., “Kelvinator”; Westing- 
house Electric Supply Co., “Westing- 
house”; a Kitchen Klinic was set up 
which was prepared to advise every 
housewife as to the proper method of 
rearranging and remodeling her kitchen. 
During the Show, 387 requests for re- 
planning kitchens were received, which 
indicated conclusively the desirability on 
the part of the housewife to create a 
modern kitchen in her home. 


HOTPOINT GETS GOVERNMENT 
WATER HEATER ORDER 


CHICAGO—An order for 520 Hot- 
point automatic electric water heaters for 
the Green Hills Suburban project near 
Cincinnati has been placed with the 


S EtECTRICAL COoO.INC 


A total of 29,000 people crowded into the Edison Building in Philadelphia ae to see what was the country's first show or exhibition devoted 


entirely to electric kitchens. Sponsored by the Electrical Association of Philadelphia six electric kitchens were displayed of which five are repro- 
duced above. Exhibitors included Judson C. Burns with General Electric, Elliott-Lewis with Hotpoint, E. E. Hedler for Roberts & Mander Stove 
(Quality) J. J. Pocock for Frigidaire, Raymond Rosen & Company with Kelvinator and Westinghouse Supply with Westinghouse. During the show 
387 requests for planning kitchens were received. 
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Parker H. Erickson and Mortimer The photographer waited until Ben Menard Just before Tom (L. M.) Decker, manager of The boys facing the camera at 


Frankel, Fairbanks-Morse Execu- snapped up a cookie. Left to right are J. Fitz- home laundry equipment, made his speech. At the right are Ray Brower and 
tives, snapped during the meeting. gerald of F-M service dept., Indianapolis, Ben right is Doyle Langford, Fairbanks-Morse rep- Howard Kaslin of Olmstead Co. 
Menard, Jimmy Cunningham and J. G. Koontz resentative in Atlanta, Ga. of Syracuse, N. Y. 


of Menard-Coen, Inc., Chicago. 


1938 
Radios and Washers 


Shown at 
Fairbanks-Morse 
Convention 


What is known as pouring on the 


Photography is the passion of A. C. Dodge, W. Paul Jones, general manager 
old pepper — Parker H. Ericksen, general sales manager for Fairbanks-Morse & home appliance division, turns out 
radio sales manager, at bat. Co. Discussing the wobble in his Leica lens to be a doodler. He makes little 
with him is (left) A. L. Decker of Henri Hurst circles on scrap paper while : 
& MacDonald, the advertising agency. listening. 


One of the hottest F-M distributors is Appliances, 


Just sitting down for the pow wow are Lee Ross of No convention would be complete without a Morse. 

Inc., Cincinnati. Here are Walter Zerbe and Guy McClung & Co., Knoxville, H. L. Hilleary of the Here, in a splendid panama hat (doffed) is R. H. 

Flaig of that firm with Colonel Koeper of their St. Louis F-M branch, O. O. Lewis of F-M, Atlanta, Morse, Jr., manager of the Dallas branch, talking 

sales department. Ga., and W. H. Wallbaum, mgr. dealer sales, to W. E, (Pat) Shaw, F-M divisional sales manager. 
Chicago. 


What Tom Glascow 

of Glascow, Stewart 
& Co., Charlotte, N. 
C., is saying to Faith 
Richards, supervisor 

of home laundry 
equipment, is a 
question. 


Plucking at the table 
cloth is John S. Gar- 
ceau, advertising, as 
he talks to S. T. 
Kiddoo, V.-P. and 
Treasurer of F-M. 
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AT LAST! NO REPAIRS! 


RUBBER SEALED AT BOTH ENDS 
FOR PERMANENT PROTECTION 


Here, at last, is a heater cord set, complete in one unit, that 
uses no screws, that can’t loosen or pull apart, that requires no 
servicing, that assures the lifetime efficiency of irons and heating 
appliances. Molded in rubber, thoroughly insulated, and perma- 
nently sealed, it answers all specifications for sturdiness, conven- 
ience, safety and service. 


Manufacturers who specify it as standard equipment, dealers 
who sell it, consumers who use it, will welcome its inherent 
quality, compactness and trouble-free performance. 


Study the exclusive features of this heater cord set: 


1. Cord, attachment plug, strain relief, and heater plug are 
molded together in rubber to form a single unit — one- 
piece construction, with nothing to come apart. 


2. Copper conductors and contacts of the heater plug are 
welded together— not just attached—and permanently 
sealed in a new heat-resisting rubber compound. They 
can’t loosen or pull apart. 


3. Strain relief is made of rubber and molded to cord and 
heater plug, thereby eliminating tension and strain on 
contacts — no spring to fray outer braid of cord. 


4. The protective casings of the heater plug are made of a 
tough, new compound that withstands high heat, strain 
and wear, and are riveted together, not screwed. The plug 
is permanently sealed and tamper-proof. 


Only General Electric makes this rugged heater cord set with 
its exclusive features. Write now for complete details to Section 
Q-906, Appliance and Merchandise Department, General Electric 
Company, Bridgeport, Connecticut. 


PLUG MOLDED 
ON THE CORD 


| STRAIN RELIEF 


-MOLDED ON THE CORD 


CONTACTS WELDED 
TO COPPER 
CONDUCTORS 


CONTACTS SEALED 
IN RUBBER 


| 
TOUGH, 
| HEAT RESISTING 


PROTECTIVE 
CASINGS 


CASINGS RIVETED 
| TOGETHER 


| 


GENERAL ELECTRIC 


ACCESSORY EQUIPMENT 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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“,.. Of course I don’t mean exactly 
that—but the analogy is there. Pie 
crust is a vegetable compound which 
you bake in the oven at about 500 
degrees heat. Most of the ordinary 
finishes are vegetable compounds, 
too—baked on steel sheets at 
about the same heat. 


“But porcelain enamel is a min- 
eral substance. There is nothing 
organic or vegetable in it. And 
to make it have this lovely, life- 
time finish —the heat in the firing 
furnaces goes as high as 1600 

degrees. It is actually melted down 
like molten lava in the furnace and fused, or 


EDUCATIONAL BUREAU welded right onto its supporting metal. 
PORCELAIN ENAMEL “That's why it is flint-hard and non-absorb- 
INSTITUTE, Inc. ent; why it never fades or loses its lustre— 
612 North Michigan Avence why it is the lifetime easy-to-clean finish— 
Chicago why we always recommend it.” 


> SEND FOR //’€é COPY OF THIS BOOK 


PORCELAIN ENAMEL INSTITUTE, Inc. re 
612 North Michigan Avenue, Chicago 


Send me a copy of your new FREE book: “SELLING PoINTs for pronase 


NAME 
FIRM 
| ADDRESS 
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INLAND MFG. CO. 
BUILDING NEW PLANT 
AT. DAYTON 


DAYTON, OHIO—Expansion of the 
facilities of the Inland Manufacturing 
Division, General Motors Corporation, 
involving an expenditure of $800,000 was 
announced Thursday by Wallace S. Whit 
taker, general manager. 

The project, on which construction will 
begin immediately, includes a one-story 
brick and steel building on Inland Ave- 
nue, bounded by Coleman Avenue on 
the west, Bish Avenue on the east and 
the Baltimore and Ohio Soldiers’ Home 
Division railroad on the north. 

Inland Manufacturing Division has 
grown steadily since its establishment 
in 1922 until it is becoming one of Day- 
ton’s largest industrial organizations. On 
its payroll March 31, were 3,121 persons. 

Inland was founded in 1922 and occu- 
pied two small buildings which made up 
the original airplane manufacturing plant 
of the Wright brothers. Only 150 per- 
sons were on the payroll. 

Launched as a wood-working plant for 
the manufacture of wooden - steering 
wheels for automobiles for one company, 
the company’s engineering research con- 
verted its activities into a rubber plant 
during the period between 1928 and 
1929 as.a result of which a wide variety 
of rubber-on-steel products are made for 
four major manufacturing industries of 
the nation—automotive, _ refrigeration, 
radio and electric motor—as well as 
many others. In fact, it might be said 
that the company has grown on a founda- 
tion of never ending research for new 
and better products. 

Products include automobile steering 
wheels, running boards, weather strips, 
metal-rubber motor mounts, metal and 
rubber ice trays and grids for electric re 
frigerators, ice cream cabinet lids, under- 
running board radio antennae, cements 
and many hard and soft rubber parts. 


Hammond Buys New Plant 


CHICAGO—Announcement is made by 
the Hammond Clock Company, whose 
factory and general offices are at 2915 
North Western Avenue, Chicago, that 
it had completed arrangements for pur- 
chase of an additional Chicago factory 
to be used for the manufacture of wood- 
work for the electric clocks and the new 
Hammond Electric Organ, which are the 
company’s principal products. 


Jack Helliwell, formerly district 
manager for Atwater-Kent, and now 
assistant to Sol Sweet, mid-western 
district manager for Gibson refrig- 
erators, gets some pointers from F. E. 
Basler, Gibson general sales manager. 
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FIRST ELECTRIC HOME? 


CHICAGO—With the rash of model 
homes bursting out all over America 
this year, E. Frank Gardiner of the 
Commonwealth Edison Company, of Chi- 
cago, reached back into the maw of 
history and pulled out a photograph of 
what is believed to be the first electric 
home ever built. Squatted on Chicago's 
South Side it showed off such models as 
burglar alarms, sewing machine motors, 
fans, heaters, lamps and even signs. 
Portable, it was periodically moved all 
over the city and used as an office for 
applications for service. 

Construction work is now going on 
for another Commonwealth Edison ll 
electric demonstration home which is ex- 
pected to be, as before, the last word. 
Notable new features will be an electri- 
fied workshop and a recreation room 
equipped for pingpong, shuffleboard, mo- 
tion pictures and children’s games. Both 
an air conditioning plant with room 
coolers and an exhaust attic ventilating 
fan will be displayed and used. 


NEW PLANT FOR WIN- 
CHARGER 


SIOUX CITY, TOWA—Announce- 
ment of a huge new factory for the 
Wincharger Corporation in Sioux City, 
Iowa, was made this week by W. W. 
Watts, sales manager of the company. 

Last fall the Wincharger Corporation 
introduced an inexpensive 32-volt wind- 
electric farm power plant of 650 watt 
capacity. It has taken the farm market 
by storm, thousands of installations hav- 
ing been made in practically every state 
and in many foreign countries within 
the short period of nine months. Pro- 
duction, it is reported, averages better 
than a hundred a day at the present 
time, and is steadily increasing. The new 
Wincharger factory is the largest of its 
kind in the world, covering a full city 
block, and capable of producing 2,000 
Winchargers a day. It will be occupied 
June Ist by the growing Wincharger 
Corporation. 


Norge Ships 239,413 Appliances 
In First Four Months of 1937 


DETROIT—Again Norge leads, ac- 
cording to Howard E. Blood, executive 
vice-president, Borg-Warner Corporation, 
parent company, with 239,413 unit house- 
hold appliance shipments for the first four 
month period this year, compared with 
190,568 units in the comparative period of 
1936, a gain of better than 26 per cent. 
April Norge All-product unit sales to- 
talled 67,562 units compared with 57,992 
units in the like month of 1936. 


New ABC Distributors 


_ Erskine-Healy, Inc. 420 St. Paul 
Street, Rochester, New York, and Hig- 
genbotham-Pearlstone Hardware Com- 
pany, Dallas, Texas, have just been ap- 
Pointed distributors to handle ABC 
W ashers and Ironers in their respective 
territories. 


REFRIGERATORS 


Even when a refrigerator is sold for cash, 
it is always delivered “on time.” For it is 
only after delivery that the purchaser 
really begins to pay. Purchase is essen- 
tially the right to operate the refrigerator, 
and the cost of operation month after 
month is the cost of owning the re- 
frigerator. 


That cost can vary a great deal, depending 
upon the relative efficiency of the re- 
frigerator. An important consideration in 
the cost of operation is the type of insula- 
tion in the walls. If that material is of 
high heat stopping value and resistant to 
moisture (non-hygroscopic) it will help 
keep the operating cost at a minimum. 


But if the insulation 
is hygroscopic and 
absorbs moisture, its 
insulating value will 


DRY: ZERO 


US PAT. OFF, 


ENS ULATION 
The Most Efficient 


the cuff’ 


be increasingly impaired and the cost 
of operation correspondingly in- 
creased. 


Dry-Zero Insulation is the only commer- 
cial insulating material that is non-hygro- 
scopic. Since it is also highest in insulat- 
ing efficiency, it is obviously the best 
insulation. 


If you are unfortunate enough to be selling 
a Dry-Zero insulated refrigerator, you will 
know that the manufacturer has paid more 
for this better insulation to insure eco- 
nomical and satisfactory operation for the 
entire life of the refrigerator. Use this 
story in your sales 
talks. Dry-Zero Insu- 
lation in your refrig- 
erator is one of your 
best selling points. 


Commercial Insulant Known 


DRY-ZERO CORPORATION 


222 North Bank Drive, Chicago, Ill. 


687 Broadview Avenue, Toronto, Ont. 
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The largest selling oil burner in 
the world—the famous Oil-O- 
Matic—selling stronger today 
than ever before. 


The Williams ICE-O-MATIC— 
now enjoying the largest sales in 
its spectacular history. 


WILLIAMS 


LISTED AS STANOAED BY UNOEO WRITERS 
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1L-O-MATIC 


Enormous demand 

for Oil-O-Matic 

and Ice-O-Matic 
boosts profits 


sky high! 


F you want to see a happy cash 

register, take a look at the one 
on the counter of the nearest 
Williams dealer. It's probably 
singing a song of rising sales— 
and of enormous profits—be- 
cause Oil-O-Matic sales and 
Ice-O-Matic sales are far bigger 
today than ever before! 


Easy to understand why. Both 
these famous products have won 
and held the attention of Amer- 
ica for years. Year after year, 
sales have advanced—their pop- 
ularity has grown—their pres- 
tige has increased. And in to- 
day's rising market, they’re both 
going bigger than ever before! 

That's why it's timely to get a 
Williams franchise now .. . to 
get your share of the generous 
profits available. A few fran- 
chises are still available. For full 


facts, write or wire 


WILLIAMS OIL-O-MATIC 
HEATING CORPORATION 
Dept. 356 Bloomington, IIl. 


World’s Largest Specialists 
in Temperature Control 


To the victor goes the spoils: 


J. Sidway, manager of the Westinghouse 


Supply Company at Cleveland, recently won the L. L. Shawber Trophy in a 
laundry equipment sales contest which lasted five months and had 125 distributors 


participating. Sidway is receiving the trophy from O. |. 


Alverson. With him 


are J. H. Campbell, Central District manager and E. C. Brode, merchandise 


manager for the company. 


KELVINATOR LAUNCHES ROOM COOLER 
PROMOTION CAMPAIGN IN 24 CITIES 


Foresee 300 Per Cent Increase in Business Over Last Year 


DETROIT—Basing an intensive pro- 
motion campaign upon an estimated 300 
per cent increase in business over last 
year, Nash-Kelvinator launches a nation- 
wide room cooler drive this month with a 
series of distributor meetings in 24 cities 
and the greatest room cooler advertising 
schedule in the Corporation’s history. 

“Our estimate for business during 
1937,” J. K. Knighton, Sales Manager, 
Commercial Air Conditioning Department 
declares, “is a conservative one. Our 
studies indicate that this type of equip- 
ment will make up 30 per cent of the 
tutal air conditioning business during the 
next four months. It is essentially pack- 
age merchandise, like the refrigerator— 
installation is easy and convenient and the 
results it offers in summer comfort are 
extremely attractive. For the next 60 
days at least it should be the first order 
of business for every air conditioning 
distributor.’ 

Local division managers and their staffs 
will sponsor the Kelvinator meetings with 
the cooperation of two groups of Com- 
pany officials. These groups will be 
headed yw Mr. Knighton and H. M. Mc- 


Gaughey, Assistant Sales Manager, and 
will carry the Kelvinator program to 
cities throughout the country. The cities 
include Atlanta, Birmingham, New 
Orleans, Charleston, S. C., Shreveport, 
Dallas, Richmond, St. Louis, Baltimore, 
Kansas City, Philadelphia, New York, 
Minneapolis, Providence, Chicago, Bos- 
ton, Cincinnati, Albany, Huntington, Ro- 
chester, Cleveland, Oklahoma City, Char- 
lotte, and Detroit. 


C.I.T. Office for Morristown, N. J. 


NEW YORK CITY—C. L. T. Corpora- 
tion, in order to give localized sales 
financing service to the many dealers 
and purchasers in the territory surround- 
ing Morristown, N. J., opened an office 
there at 10 Park Place January 20th. 
K. R. Manville from the C.I.T. office 
in Perth Amboy, is to be in charge. 
Associated with Mr. Manville will be 
Mr. C. F. Gilbert, who is already known 
to local business men since he has been 
contacting dealers and manufacturers as 
the local representative of the C.I.T. 
office in Newark. 


FREE TRIAL OFFER RESULTS 
IN SALES OF 9,000 ROASTERS 


BIRMINGHAM, ALA.—In_cam- | 
paigns over the past two years, the Birm- 
ingham Electric Company has sold over | 
9,000 electric roasters to its 56,000 resi- 
dential customers—a saturation of 16 per 
cent. At an average of 225 kilowatt | 
hours per roaster, the annual revenue 
from roasters alone is more than two 
million kilowatt hours—equivalent to | 
1,300 electric ranges. | 

Employee use to create familiarity and | 
free home trials for one week in cus- | 
tomer’s homes were the methods used to 
up roaster sales from a low of eight or 
ten a month on showroom floors, 

Here’s how the plan worked: 

Outside salesmen, covering 200 homes 
a day, left door-knob cards which showed 
a picture of the roaster and offered a 
week’s free trial. The next day the 
roaster was delivered. Out of each 100 
calls, the salesman placed between 30 to 
35 roasters. Near the end of the day, 
the salesman contacted two key customers 
and arranged for home cooking schools. 
The customer giving the cooking school 
was given a credit of 25 cents per person 
attending. At the school, a company 
home economist brought the food, plus 
other small appliances, put on the demon- 


JUNE, 


stration and answered questions. Near 
the end of the demonstration, the terri- 
tory salesman appeared and attempted to 
close sales of those who had roasters on 
trial. An average of 40 per cent of the 
trials were closed. The rest were picked 


| up with no high pressure and resulted in 


sales of approximately 15 roasters to each 
100 left on trial. 

Range sales are stimulated by the 
roaster activity as the company found 
that the greatest number of ranges were 
being sold to people who had bought 
roasters. 


Apex Appoints New Distributors 


CLEVELAND—Charles W. Smith, Sales 
Manager of Apex Rotarex Corp., Cleve- 
land, Ohio, manufacturers of Apex ap- 
pliances, announced the appointment of 
two new Apex Distributors. 

The Richmond Wholesalers, Inc., of 
Richmond, Virginia, will serve Richmond 
and surrounding counties. The Love- 
joy Company of Jacksonville, Florida, 
will serve the northern counties of 
Florida and parts of Georgia. 
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G-E PUTTING UP NEW 
BUILDING IN LOS ANGELES 


SCHENECTADY—Contracts will be 
awarded about May 1 for the construc- 
tion of a new $700,000 General Electric 
building at Los Angeles. 

The new building is designed to con- 
tain six stories and basement, three 
stories of which are planned to be com- 
pleted for occupancy by September. _ 

The new structure will occupy approxi- 
mately a city block in the downtown in- 
dustrial section of Los Angeles and will 
contain 250,000 square feet of floor space. 
Built of reinforced concrete construction, 
it will house the offices, warehouse, and 
display rooms of the General Electric 
Company, G-E Supply Corporation, G-E 
Contracts Corporation, and G-E Mer- 
chandise Department. 


Besides being vice-president and 
general sales manager of the One 
Minute Washer Co., Newton, la., 
J. E. Alexander is a foreign trade 
expert of long standing. 


Utility Ad-Men Gather 
For One-Day Session in N. Y. 


NEW YORK—The Public Utilities 
Advertising Association will hold a one- 
day meeting, in connection with the four- 
day annual convention of the Advertising 
Federation of America, on Tuesday, June 
22, according to an announcement by 
Thomas H. Spain chairman of the pro- 
gram committee. 

Speakers on the program, which will 
be held at the Hotel Pennsylvania, New 
York City, include J. R. Pershall, Public 
Service Company of Northern Illinois, 
Kenneth Magers, Union Gas & Electric, 
Cincinnati; T. K. Quinn, Maxon, Inc.; 
Robert E. Ginna, Rochester Gas & Elec- 
tric Company. 


Century Moves N. Y. Office 


NEW YORK—The New York Office 
of the Century Electric Company is be- 
ing moved from—SO Church St., Hudson 
Terminal Bldg., where they have been 
for several years, into larger quarters in 
the Underwood Bldg., 30 Vesey Street. 


Stoker Film for Utah 
Dealers 


Stoker manufacturers, dealers 
and the coal industry of Utah have 
united in production of a motion 
picture showing the advantages of 
electric stokers over hand methods 
of firing. The film is being made 
by the Chester White Clawson Pic- 
ture Company and will have its first 
showing in the window of the Utah 
Power and Light Company's Salt 
Lake Store. This will be followed 
by showings in windows of other 
dealers throughout Utah. 


| 


As the flier tumbles earthward, to the unknown 
fields of fate, he entrusts everything to that little ring of 
iron—which he yanks. Thus often, from insignificant look- 
ing things, hangs all that is vital. Consider electric heat, for 
example—whether it is used to bring forth the delicious 
flavor of roast beef, or to toughen and harden the steel fibres 
of a transmission gear—the finished product is the result of 
heat that emanated from a glowing coil, known as the Heat- 
ing Element. The cost of this element is but a small per- 
centage of the cost of the heating device. But it carries all 
the load—and to its performance, the device maker entrusts 
his good name ... For 30 years, we have specialized in 
making the heating element alloy, Chromel. The heavy 
responsibility carried by that alloy is a thing that we respect. 
For the good-will of our customer, his dealers, and ourselves 
is entrusted to Chromel. Hoskins Manufacturing Company, 


Detroit, Michigan. 


HOS KIN 


CHROMEL 


THE WIRE THAT MADE ELECTRIC HEAT POSSIBLE 
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SHOP THE NEW 


MERCHANDISE 


of America’s 


| Creative 
= Manufacturers 
at the 


MERCHANDISE MART 


HOUSEWARES and MAJOR 
APPLIANCE MARKET 


INCLUDING TOYS and WHEEL GOODS 


5-17 


F32 
FIVE GREAT 
INTERNATIONAL 
Attend this all-important market. . . America’s HOMEFURNISHINGS 
creative leaders will be here, with the pace- MARKETS 
setting merchandise, the money merchandise, Tho Messhandice Mest Ferui- 


for fall and winter. 

Whether you buy for a million dollar store or 
for one of the thousands of successful smaller 
stores, here is your one principal market plus 
four other great markets, all dovetailed together 
to give you not just part of the picture, but the 
complete ensemble . . . under one roof, so 
you can analyze and compare and know that 
you're right. Now is the time to 
write for registration blanks. 


Hundreds of trucks 
and freight cars are 
bringing a steady 
stream of new mer- 
chandise for the 
July Market. 


MART 


THE GREAT CENTRAL MARKET oe 


ture Market 


The Merchandise Mart Floor 
Covering Market 


The Merchandise Mart Lamp 
Market 


Housewares and Major App 
ance Market, including 
and Wheel Goods 


12th Semi-Annual Curtain 
and Drapery Exhibit (spon- 
sored by the Chicago Drap- 
ery Manufacturers Associa- 
tion July 5-16) 


THE MERCHANDISE 
CHICAGO 


WELLS STREET AT THE RIVER 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 


NO. |. RAILWAY EXPRESS 
FOLDER ON SHOWS 


“Swift Transportation Service For Con- 
ventions and Shows” is the title of a 
small folder, issued by Railway Express 
Agency, and available for distribution 
to anyone interested in the problem of 
shipping goods to exhibitions. 


NO. 2. ALLIED RADIO 
CATALOG READY 


A new 156-page catalog of interest to 
servicemen, dealers and others handling 
radio sets or parts has been issued for 
distribution by the Allied Radio Corpo- 
ration. A copy is free for the asking. 


1937 


NO. 3. NEW CATALOG OF 
GRUBER FIXTURES OUT 


The 1937 catalog of lighting fixtures, 
manufactured by Gruber Bros. and con- 
taining 86 pages of drawings and photos 
of lighting fixtures, is ready for distri- 
bution. Many of the models and special 
lighting devices shown were exhibited 
at Brooklyn Edison’s Wonder House. 
There is a mine of lighting ideas here 
for the central station lighting depart- 
ments. 


NO. 4. 30TH ANNIVERSARY 
NUMBER OF ILGAIR CUR- 
RENTS 


The Ilg Electric Ventilating Company 
have issued a handsome 30th Anni- 
versary Issue of “Ilgair Currents” their 
house organ and copies are available 
for distribution. 


NO. 5. GENERAL ELECTRIC 
— REFRIGERA- 


Two handsome rotogravure booklets 
have been issued by the General Electric 
Company’s Commercial Refrigeration 
Department which tell the story of the 
money-saving value of this equipment 
to store owners. The selling story is 
told chiefly in pictures and this booklet 
is a model of its kind for the dealer 
selling this type of equipment. Full 
description of the line is included with 
photos and specifications. 


NO. 6 MARKEL'S 1937 CATA- 
LOG OF LIGHTING FIXTURES 


Markel Electric Products, Inc. have 
issued their 1937 catalog of lighting 
fixtures. In addition to complete lines, 
many accessory fixtures are illustrated 
and described. Of unusual interest is 
the glassware and plastic shades used 
and the manner in which they have 
been designed and engineered to the 
better light—better sight principles. 
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NO. 7. HOTPOINT TELLS THEIR 
PROMOTION STORY 


If you want to know what the Edison 
General Electric Appliance Company 
are doing this year in advertising and 
promotion of ranges, refrigerators, 
washers, ironers and water heaters, the 
whole story is in a new booklet they 
have issued called “Clear the Tracks.” 
It’s all there for the asking. 


NO. 8. WESIX TESTED SELLING 
PLANS 


The Wesix Electric Heater Company 
have issued an illustrated booklet that is 
called “Tested Selling plan for Wesix 
in 1937.” It contains pictures of Wesix 
heaters, samples of newspaper advertis- 
ing that have proved their pulling power 
and a quick story on the profit side of 
the electric heater business. 


NO. 9. HOLCOMB & HOKE 
ENVELOPE STUFFERS 


To help stoker dealers make the most 
of the summer selling season, Holcomb 
& Hoke Mfg. Company have issued 
four separate envelope stuffers to be 
used throughout the season. The sum- 
mer savings plan and the financing are 
discussed in two and the others deal 
with Firetender construction and “fur- 
nace widows.” 


NO. 10. WESTINGHOUSE NEW 
REFRIGERATION PORTFOLIO 
FOR DEALERS 


A “Hit While It’s Hot” plan of action 
portfolio has been issued by the refriger- 
ation department of the Westinghouse 
Company for its —— dealers. 
It is a campaign guide and classifies 
the most potent selling forces Westing- 
house is offering this season built 
around the “Hell’s Kitchen” promotion 
and the “Kitchen Proved” theme. 


NO. 11. WARD LEONARD BUL- 
LETIN 


Ward Leonard Electric Company have 
issued Bulletin No. 81 covering inter- 
mediate Duty Relays. More 100 
magnetic relays are listed. 


NO. 12. SUPERFEX BOOKLET 


Perfection Stove Company have issued 
a handsome booklet telling the story of 
Superfex oil burning refrigerators, de- 
signed for use beyond the power lines. 
All models are illustrated in color. 
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NO. 13. RECORDING INSTRU- 
MENT FOLDER 


A new folder describing portable re- 
cording thermometers and _ electrical 
operation recorders has been issued by 
Practical Instrument Company. The 
instruments are used in refrigeration, 
air conditioning and heating industries. 


NO. 14. AUTOMATIC WASHER 
WINDOW CARDS 


To all Automatic washer dealers, the 
company is prepared to send, free of 
charge, a brand new set of window and 
store display cards. They are done in 
three colors and illustrate two of the 
major Automatic features—the Duo- 
Disc Agitator and the Stokers Stokes 
Ball-Bearing Drive. 


NO. 15. GILL ELECTRIC "DESER- 
TAIRE" FOLDER 


There’s an electric appliance on the 
market now for the exclusive use of 
babies. Gill Electric Company have 
issued a folder on it—the, “desertaire” 
which gives complete details of this in- 
fants apparel heating, drying and hy- 
gienizing wardrobe. 


NO. 16. HOTPOINT'S NEW ELEC- 
TRIC RANGE CATALOG 


Hotpoint automatic electric ranges are 
described and illustrated in a new color 
catalog just issued by Edison General 
Electric Appliance Company. One sec- 
tion is devoted to basic Hotpoint fea- 
tures and the others describe differences 
in various ls. 


NO. 17. ELECTRIC WATER SYS- 
TEMS HANDBOOK 


Anybody interested in electric pump 
and water systems should have a copy 
of the new handbook “Where Water 
Runs, Dollars Flow” issued recently by 
the Electric Water Systems Council of 
the Edison Electric Institute. It is a 
28-page job for dealers full of sug- 
gestions and information on capitalizing 
on the water systems market in rural 
territories. 


NO. 18. PORCELAIN ENAMEL 
BOOKLET 


“Selling Points for Household Appli- 
ances” is the title of a new booklet 
issued by the Porcelain Enamel Insti- 
tute to help dealers capitalize on the 
selling points of appliances made with 
porcelain enamel. 


NO. 19. MARION ELECTRIC 
RANGE CATALOG 


A new catalog describing and illustrat- 
ing the line of Marion electric ranges 
has been issued by the Rutenber Electric 
Company. It commemorates 25 years 
of range 


NO. 20. GILMER CATALOG ON 
BELTS 


The L. H. Gilmer Company has pub- 
lished a new catalog and data book on 
replacement belts for refrigerators, 
washers, oil burners, water pumps and 
miscellaneous household appliances. Two 
editions have been printed—one for job- 
bers and jobbers’ salesmen and one for 
dealers and service men., 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 


listed below. 


They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the enclosed card and shoot it in to us. We will do the rest—and there's no cost to you 


NO. 21. HOUSEWARES PRO- 
GRAM DISPLAY 


A handsome display piece for windows 
or stores has been issued by the Elec- 
trical Housewares Program of the 
Edison Electric Institute. It shows a 
June bride admiring some of the elec- 
trical small appliances that have been 
given her and carries the slogan “Give 
Electrical Gifts.” It is, of course, just as 
useful after June. 


NO. 22. WESTINGHOUSE WAF. 
FLE DISHES 


“Delicious Dishes” is the title of a new 
folder issued by Westinghouse to show 
what a versatile electric servant the 
waffle baker is. The folder contains 
sixty tested recipes and makes a swell 
give-away piece. 


NO. 23. RAY-O-YAC FLASH- 
LIGHT DEMONSTRATOR 


A counter and window display flash- 
light demonstrator has been brought out 
by the Ray-O-Vac Company and is 
available to dealers selling this com- 
pany’s product. It is a good attention- 
getter for the new streamline flashlights. 


NO. 24. COMMERCIAL REFRIG- 
ERATION FOLDER BY BETZ 


A new colored folder which describes 
and illustrates the new “Filterpure” 
cooling unit for commercial refrigera- 
tion has been issued by the Betz Corpo- 
ration. 


NO. 25. WESCREL FLOOR 
LIGHT FOLDER 


To describe and illustrate the versatility 
of the Wescrel floor light, the Michigan 
Bumper Corporation have issued a 
folder complete with pictures showing 
the multiple uses to which the lamp 
can be put. 


NO. 26. NEW RAILLEY FOLDER 
ON SUMMER LAMPS 


Railley Corporation have gotten out a 
new folder describing and illustrating a 
new line of Pin-It-Up lamps for the 
summer. These lamps are for porches, 
cottages and camps and are bright and 
colorful as an addition to the regular 
line. 


NO. 27. NEW PREMIER LITERA- 
TURE FOR THE DEALER 


Electric Vacuum Cleaner Company 
have issued two new pieces of dealer 
literature. One is a folder of the give- 
away type which describes and illus- 
trates new models. The other is a book- 
let “You Can Profit with Premier” 
which tells the story of the product, the 
advertising and promotion behind it and 
the various display helps available. 


NO. 28. NEW APEX WASHING 
MACHINE BROADSIDE 


The Apex Electrical Manufacturing 
Company have brought out a new 
broadside in color which shows the en- 
tire washer line and the individual fea- 
tures of Apex washers. This is suit- 
able for either wall or window display 
purposes. 
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NO. 22. WESTINGHOUSE 
WATER HEATER SALES 
MANUAL 


An additional volume of the Water 
Heater salesman’s library, published by 
the Merchandising Division of 
Westinghouse Company at Mansfield, is 
ready for distribution among the retail 
salesmen of Water Heaters. The vol- 
ume presents selling information 
gathered from many sources in the field 
which gives the salesman a logical se- 
quence for the retail show-room presen- 
tation. The complete sales talks con- 
tained in the booklet is supplemented 
with many important facts pertaining to 
electric water heating that are sure to 
prove useful in numerous instances. 
Even the experienced salesmen will ap- 
preciate the information contained in the 
booklet and the facts supporting each 
conclusion. 


NO. 30. AIRO RELEASES NEW 
CATALOG 


The Airo Supply Company, 2732 No. 
Ashland Ave., Chicago, Illinois an- 
nounces the release of a new wholesale 
catalog for the air conditioning and re- 
frigeration trade. The new catalog is 
84x108 in. in size with 86 pages of na- 
tionally known, quality merchandise. 

The new catalog adds many well 
known lines to the now large Airo 
Stock. Such items as Copeland con- 
densing units, Kay & Ess refrigerator 
lacquers and paints, Peerless evaporat- 
ors and controls, Methylene Chloride 
for Grunow, Porcelain refrigerator ac- 
cessories and Ranco commercial con- 
trols have been added to the line and 
are now in stock. 


NO. 31. CARRIER BOOKLET ON 
AIR CONDITIONING 


Based on experience acquired in air 
conditioning hundreds of theaters 
throughout the world, Carrier Corpo- 
ration announces a new booklet en- 
titled “An Easy Way to Find How 
Quickly Carrier Air Conditioning Pays 
for Itself in Your Theater !” 

Founded on facts and figures in con- 
ditioning all types and sizes of theatres, 
ranging in capacity from 15 seats in the 
United Artists Pre-View Theatre in 
Rio de Janeiro, Brazil, to 6,200 seats 
in Radio City Music Hall, New York 
City,—theatre owners can noiw estimate 
in advance, the owning and operating 
costs of this indispensable aid to greater 
profit in show business. 


NO. 32. BOOKLET ON EASY 
SALES MATERIAL FOR 1937 


The Easy Washing Machine Company 
have issued a comprehensive booklet 
describing and illustrating their full 
line of sales material available for deal- 
ers in the summer selling season. Dem- 
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onstration folders, give-aways, door- 
knob hangers, display banners, movie 
trailers, counter signs and store pen- 
nants are all described. 


NO. 33. INTERNATIONAL ATTIC 
FAN FOLDER 


International Engineering, Inc., have 
issued a color folder describing their 
attic ventilating fans. Sizes and speci- 
fications are all listed as well as pic- 
tures of the various types of “Kool- 
Waiv” fans manufactured. 


NO. 34. .KOOL-KLEEN ROOM 
COOLER PROMOTION 


The Kool-Kleen Air Conditioning Com- 
pany announce that promotion and ad- 
vertising helps on Kool Kleen portable 
room coolers are ready. 


NO. 35. NEW WESTINGHOUSE 
PROMOTION PIECES 


The Westinghouse Electric & Mfg. 
Company have produced a number of 
handsome new promotion pieces on vari- 
ous appliances. One of them deals with 
“Field Tested Demonstrations” on 
laundry equipment; another tells how to 
become a Westinghouse Range “Tuff 
Guy”—in other words a good cook; 
another is called “Invitation to Happier 
Living” and describes the new West- 
inghouse ranges with special emphasis 
on exclusive features; two others de- 
scribe traffic appliance merchandising 
programs; another is a complete booklet 
and sales tool on electric fans; and an- 
other is to public utilities on 
a building through appliance promo- 


NO. 36. PENN SWITCH "COM- 
FORT GUIDE" 


Penn Electric Switch Co have 
brought out a “Penn Home ort 
Guide” which is available to dealers 
free of charge and is of great help in 
selling Penn controls for heating equip- 
ment. 


NO. 37. WAGNER ELECTRIC 
CATALOG 


Full information of Wagner Electric 
Corporation small motors is contained in 
their new catalog available for free dis- 
tribution. 


NO. 38. MOTORSHAVER PRO- 
MOTION 


In connection with their new advertising 
drive, Motorshaver, Inc., are offering 
— free dealer helps and promotion 
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Easy Washing Machine Company have just built an additional four-story 
building to their plant at Syracuse, N. Y. The new unit gives them 37,000 
square feet more of floor space and permits of straight line production 
of 28 models. 


O & E ‘Reddy Kilowatt" 
Homes for Good Lighting and Wiring 


OKLAHOMA CITY, OKLA. — The 
Oklahoma Gas & Electric Company, 
recognizing the need for better education 
of builders on proper lighting and ade- 
quate wiring in the home, are sponsoring 
“Reddy Kilowatt” homes in their terri- 
tory. The plan provides for participa- 
tion with the builder in newspaper adver- 
tising on homes which meet their lighting 
and wiring requirements. 

O. G. & E. plan to allow the builder 
one per cent of the selling price of the 
“Reddy Kilowatt” home to be used for 
newspaper advertising. Builders are to 
be allowed one house per month in which 
the utility will participate financially. If 
the allowed one per cent is not used the 
builder will be credited with the remain- 


KITCHEN MODERNIZING BUREAU 


ing amount and may use it in any follow- 
ing month. 

All wiring in the “Reddy Kilowatt” 
homes must be according to code, accord- 
ing to the agreement. No wire smaller 
than No. 12b and “S” gage; no more 
than 1,000 watts or eight outlets on any 
branch circuit of No. 12 wire. Con- 
venience outlets in the new homes are 
not to be combined on circuit with ceiling 
or bracket outlets. In addition, provision 
is made for separate circuits for the 
refrigerator, iron or ironer. 

Meetings were held with builders, 
architects and contractors and the plan 
enthusiastically received. Some fifteen 
“Reddy Kilowatt” homes are being 
opened to the public. 


HAS ACTIVE PROGRAM FOR YEAR 


Development of Local Bureaus Will Be Stimulated 
by Nation-Wide Planning Contest 


NEW YORK—An 
National Kitchen Modernizing Bureau in 
an attractive pamphlet, just issued, which 
describes the results accomplished during 
the past year and activities planned for 
the spring, summer and autumn. 

The Bureau functions primarily as a 
stimulus to consumer interest in kitchen 
modernizing as a direct means of na- 
tional sales promotion of electrical kitchen 
equipment. Local Kitchen Modernizing 
Bureaus serve as the link between the 
National Bureau and the consumer, and 
provide the opening wedge to the sale of 
electrified kitchens. The new pamphlet 
explains methods for initiating local Bu- 


reaus, various types of operation and 
methods of financing which are in suc- 
cessful use by the 61 local Bureaus 
Carrier Moves Chicago 
Office to Merch. Mart 
CHICAGO—Local offices of Carrier 


Corporation of Newark, N. J., world’s 
only manufacturer solely in the air con- 
ditioning field, moves today from 180 
North Michigan Boulevard to window- 
less, air conditioned offices in the city’s 
famed Merchandise Mart, L. R. Boul- 
ware, vice president and general manager, 
announced. 


M. H. Rhodes Moves 


NEW YORK—Increased demand for 
Mark-Time devices has necessitated mov- 
ing to larger quarters for the execu- 
tive and sales departments of M. H. 
Rhodes, Inc., Rockefeller Center, New 
York. On May Ist, the firm moved to 
the new Pan-American Building, 9 
Rockefeller Plaza. 
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active program | which have been so far established. 
for the current year is announced by the | 


A nation-wide contest for persons in- 


| terested in modernizing their own kitch- 


ens is announced. The 15 cash prizes 
total $3,000. Entries will be restricted 
to winners of one of the first 15 awards 
in a local kitchen planning contest. A kit 
with which models of kitchens and 
kitchen equipment can be constructed, 
suitable for use in such local contests 
and available through the National Bu- 
reau, is pictured and described. 

The pamphlet is being distributed to 
electric utility companies, Electric Leagues 
and to electrical manufacturers cooperat- 
ing with the National Kitchen Modern- 
izing Bureau. Single copies may be ob- 
tained by applying to the Bureau at 420 
Lexington Avenue, New York, N. Y. 


GRAYBAR OPENS THREE 
NEW BRANCHES 


NEW YORK—The Graybar Electric 
Company, with general offices in the 
Graybar Building, 420 Lexington Avenue, 
New York City, announces the opening 
of three new branches. 

During April a branch house, report- 
ing to the Chicago office, opened at 212 
East State Street, Peoria, Illinois. V. A. 
Elmblad, who covered that territory as 
Salesman for Graybar, was appointed 
Manager, with W. R. Harting as Service 
Supervisor. 

At Butte, Montana, a branch reporting 
to Spokane was opened at Harrison and 
East Front Street, right on the Yellow- 
stone Trail. E. J. Riley was appointed 
Manager with C. M. Lawrence as Service 
Supervisor. 

The new Queensboro branch at Elm- 
hurst, Long Island, is scheduled to open 
on May Ist. 
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_CLEVELAND—Perfection of a new 
high-efficiency tungsten filament which in- 
creases the light output of incandescent 
lamps ten per cent without using any ad- 
ditional electric current and which typi- 
fies a series of new technical develop- 
ments in the Mazda lamp research labora- 
tories, was announced May 10 by J. E. 
Kewley, vice-president in charge of Gen- 
eral Electric’s Incandescent Lamp De- 
partment at Nela Park, Cleveland. 

Mr. Kewley in his announcement de- 
clared that the increased light output of 
household types of lamps incorporating 
the new developments would provide a 
“lighting bonus” of $16,500,000 to the 
public this year. 

By 1946, Mr. Kewley said, the annual 
| lighting bonus will amount to well over 
| $60,000,000, with the total value of all 
| such bonuses during the next five vears 
| exceeding $200,000,000. 
| <A “lighting bonus,” he explained, repre- 


| sents the greater amount of light pro- | 


duced by improved lamps in a given year 
over that provided by the same quantity 
and types of lamps used in a previous 
year, at the same current cost. 

Taking the 60-watt lamp in the 100 to 
130-volt class as an example of the new 
developments, Mr. Kewley pointed to re- 

| sults of laboratory tests which reveal that 
this lamp, equipped with the new high- 
efficiency filament, not only gives ten per 
cent more light, 
proved maintenance of efficiency through- 
out its active burning life. The extra 
illumination thus provided, he stated, is 
equivalent to the lamp’s paying its user 
a “lighting bonus” of thirty cents, at aver- 
age electric rates and burning life or twice 
the purchase price of the lamp. 
Elaborating on the new high-efficiency 
filament, Mr. Kewley reported that it cli- 
maxes twenty-four years of continuous 
research in the temp development labora- 


but shows greatly im-* 


NEW FILAMENT ADDS 10 PER CENT TO LIGHT 
OUTPUT OF NEW LAMP BULBS 


On the right in the picture is the 
new type filament which will be in- 
strumental in giving consumers a |0 
per cent bonus on their light. 


tories, and follows a series of successive 
improvements in the chemical handling. 
fabrication, and manufacturing application 
of tungsten wire. 

The new high-efficiency filament is be- 
lieved by lamp engineers to be the greatest 
forward step in tungsten-filament lamps 
since the invention of the gas filled lamp 
in 1913. Before it could be adopted, it 
was necessary to develop a tungsten wire 
having many additional refinements and 
to modify practically the entire internal 
construction of the lamp. 

Application of the new development, 
according to Mr. Kewley, will be extended 
to other lamps in the standard line as 
speedily as changes in factory equipment 
and practice can be made. Although the 


designed for selling. 


When the L. Fish Furniture st in Chicago decided to 
remodelling their appliance showrooms, they engaged Robert Heller, the 
industrial a He transformed the floor shown above... 


What Remodelling Can Do 


into 


. . . to the neat, uncluttered and functional salesroom in this picture. 
Salesrooms, like the products they are intended to display, should be 
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S. D. "Sid’* Mahan has been 
appointed general advertising 
manager of the Westinghouse 
Electric & Manufacturing Com- 
pany. 


Ralph C. Cameron has been 
named assistant manager of 
the Specialty Appliance Sales 
Division of General Electric. 


W. T. Christy is the new man- 
ager of the range and water 
heater section of G-E's Appli- 


ance & Merchandise Depart- 
ment. 


Walter C. Ayers has been 
placed in complete charge of 
sales, service and advertising 
for Electromaster, Inc. 


Roger Bolin has been ap- 
pointed merchandising adver- 
tising manager for Westing- 
house, succeeding S. OD. 
Mahan. 


Mrs. Alice Turner is the latest 
acquisition to the home 
economics staff of the West- 
inghouse Company. 


New Pasiticns of the Mouth 


Westinghouse 


S. D. Mahan has been appointed gen- 
eral advertising manager of the Westing- 
house Electric & Manufacturing Com- 
pany, according to an announcement by 
G. H. Bucher, executive vice-president. 

Formerly manager of merchandising 
advertising, Mr. Mahan in his new posi- 
tion will have general supervision over all 
advertising and sales promotion work of 
Westinghouse and its subsidiary com- 
panies. His headquarters will be in Mans- 
held, Ohio where the merchandising divi- 
sion of the Company is located. 

Native of Waterford, Pennsylvania and 
graduate of Edinboro State Teachers’ 
College, Mr. Mahan has been directing 
advertising and sales promotion activi- 
ties in advertising agencies and indus- 
trial concerns for more than 20 years. 
Starting in Cleveland he was first asso- 
ciated with the H. K. McCann Company 
and while with this agency spent four 
years in Toronto, Canada. In 1924 he 
returned to Cleveland with the Roger 
Williams Company. Then he joined the 
advertising agency of Fuller and Smith 
and Ross where he was vice-president 
and manager of the Cleveland Office. 
Later he became vice-president of the 
Greenleaf Advertising Agency in Boston 
which post he left in 1933 to become mer- 
chandising advertising manager of West- 
inghouse and since that time has made 
his headquarters in Mansfield, Ohio. 

Roger Bolin has been appointed mer- 
chandising advertising manager of the 
Westinghouse Electric and Manufacturing 
Company succeeding S. D. Mahan who 
was appointed general advertising man- 
ager of the Company. Mr. Bolin will 
make his headquarters in Mansfield where 
Westinghouse merchandising operations 
are centered. 

He joined the Westinghouse organiza- 
tion in 1925 at East Pittsburgh and 
since that time has been continuously as- 
sociated with merchandising advertising 
and sales promotion activities of the 
Company. 


Electromaster 


Electromaster, Detroit, announces the 
promotion of Walter C. Ayers to com- 
plete charge of the Sales, Service and 
Advertising Departments of the com- 
pany, dating from May 1. Mr. Ayers 
succeeds to these duties exactly five 
years to the day after he started with 
the company, during which time he has 
had an active and important part in 
Electromaster’s rapid growth as a na- 
tional manufacturer of electric ranges. 


Penn Switch 


Penn Electric Switch Co., Des Moines, 
has recently announced the appointment 
of N. E. Jennison as a senior engineer in 
the sales division. 

Prior to joining the Penn organization, 
Mr. Jennison was instructor on oil burner 
installation and service in the Essex 
County Vocational School, Newark, N. J. 
Previous to that, he had served as sales 
engineer of the Worcester Gas-Light 
Company, Worcester, Mass., and as a 
research engineer of the Gilbert and 
3arker Manufacturing Company, Spring- 
field, Mass. He is a graduate of Sheffield 
Scientific School, Yale University. 


Grunow 


E. G. Hefter, well known in export cir- 
cles, has been appointed export manager 
of General Household Utilities Company, 
manufacturers of Grunow radios and re- 
frigerators, according to an announce- 
ment made here today by Wm. C, 
Grunow, president of the company. Hefter 
will head a newly established Export De- 
partment through which foreign distribu- 
tors will be served direct from the factory. 

Mr. Hefter, formerly export manager 
for the Zenith Radio Corporation, has had 
many years of sales and merchandising 
experience in radio and allied lines. For 
many years he was president and general 
manager of the Great Western Auto Sup- 
ply Company at St. Louis, Missouri. 

L. H. Hansen has been appointed in 
charge of the Export Engineering De- 
partment. Radio receivers and Refriger- 
ators will be designed to meet the most 
exacting overseas requirements of cli- 
matic conditions and electrical character- 
istics as they exist in each country. 


General Electric 


W. T. Christy will become chairman 
of the management committee and man- 
ager of the Range and Water Heater 
Section of the Appliance and Merchan- 
dise Department of the General Electric 
Company June 1, and J. R. Poteat will 
continue as sales manager of the Sec- 
tion, it is announced by George Chap- 
man, manager of the Specialty Appli- 
ance Division. 

Mr. Christy comes from Atlanta, Ga. 
where he has been Southeastern district 
sales manager and Southern division su- 
pervisor of the Edison General Electric 
Appliance Company. In his 14 years as 
district manager, the Southeastern Dis- 
trict grew from the smallest to the 
largest district in the company in dollar 
volume. 


R. W. Poirson is the new Chi- 
cago regional laundry equip- 
ment manager for Nash- 
Kelvinator. 


Heman Greenwood has been 
appointed district sales man- 
ager for the New York terri- 
tory of Hotpoint. 


Russell T. Hansen has been 


named lamp and lighting 


specialist for General Electric 
Supply at Detroit. 


J. K. Munger who has repre- 
sented Toastmaster in the Phila- 
delphia territory has been 
made eastern district manager 
in headquarters in New York. 
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NEW COMFORT CARD—IMPROVED 


TEMPERATY, 


TO HELP YOU SELL THE 


PENN 


Send for the new, improved 
Penn Home Comfort Guide. 
Now, entirely automatic, it does 
most of your selling for you. 
Make the three moves to 
success! 1. Mail the coupon. 
2. Read the simple instructions 
for using the Penn Home Com- 
fort Guide. 3. Go out and show 
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DES MOINES, IOWA 


OFFICES: New York, Boston, Detréil, Dayton, Chicego. EXPORT; 100 Varick Street, New York City. Distributors in 
Principe! Cities. REPRESENTATIVES: Garland-Aliclter Engr. Corp. San Francisco, Seattle, Los Angeles; Forslund 


it to your cts to prove 
that your equipment, Penn Con- 
trolled, is the answer to their 
heating problems. It will help 
“close’’ sales. Hundreds are 
cashing in. Why not you? 


PRESIDENT 
PENN ELECTRIC SWITCH CO. 


wi 


—AND MORE GRAPHIC THAN EVER 


The Penn Electric Switch Co. is also about to 
make a move. The company will soon occupy its 
modern manufacturing plant at Goshen, Indiana 
—in the very heart of industrial United States. 
Our customers will benefit by this closer contact 
and counsel on their problems. 


CLIP OFF THIS COUPON 
PENN ELECTRIC SWITCH CO., Des Moines, Iowa 


Send me (no charge) _______“‘Home Comfort Guides” 
and full instructions for their operation. I employ 


salesmen. I handle 


(Makes of equipment) 
Name 
Street & No.__ 
City. State 
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| Pump aod Machinery Co, Kansas City; The Uhi Co. Minnecpolis; Jules Bemeke, St. Louis; Monarch Sales, Denver. a 
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WesCrel 
light wh 


user. 


or the k 


ily. 


two to 


pendent 
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a major profit to the dealer. 


model for the use of various pr 


| competition. 


adaptations in 
entire lighting field 
are too numerous fo 


fect* light, 
indirect, metered at 
fixed position, 


A LIFE-TIME MULTIPLE USE 


FLOOR LIGHT 


The WesCrel offers 


test light 


ulility yet produced 
the home. This 
fact is admitted by 
representative light- 
ing engineers. Other 


practical 
the 


With a WesCrel you 


offer per- 
direct or 


with your 


can change 


of lighting 


over a range of 180° 


is the first 
ich easily 


adapis itself to the 
physical characteris- 
tics or position of the 


The first light which 
eliminates 
suspected eye strain 


the un- 


iddies and 


Id folks of the fam- 


The WesCrel range 
of adaptability means 


four sales 


made to a home de- 


solely on 
rements of 


the family. It is the 
only absolutely new 
product in the home 
lighting field. 

At the bridge table one WesCrel will 
give comfortable diffused lighting on 
every hand. This market alone assures 


The line also includes a professional 


actitioners. 


In this field also the WesCrel has no 
Practitioners have been 
looking for a WesCrel for years, that 


means a new and profitable customer 


for your store. 


Write for literature, terms and !errilory. 


MICHIGAN BUMPER CORP. 


Specialty Division, Dept. F 
. 


2667 E. GRAND BLVD. 


Detroit, Michigan 


General Electric 


Promotion of Ralph C. Cameron to 
assistant manager of the Specialty Ap- 
pliance Sales Division of General 
Electric, has been announced by G. J. 
Chapman, division manager. 

In addition to his new duties, Mr. 
Cameron will continue his interest in 
the further development of sales of 
General Electric Kitchen appliances 
through department stores and furni- 
ture stores, which he regards as an 
increasingly important channel of dis- 
tribution. 

A series of rapid promotions have 


| come to Mr. Cameron since his con- 
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nection with General Electric sales ac 
He was first in charge of the 


tivities. 


wholesale department for the G-E | 


distributorship in Canton, Ohio— 
joining the G-E organization in Cleve- 
land in 1932 and placed in 
charge of department store activities 
for the refrigerator and later for the 
range, dishwasher and other kitchen 
appliances. Then followed promotion to 
assistant sales manager, and, more 
recently, to head of the department 
store division for the Appliance and 
Merchandise Department, including 
all other household appliances. 

The Specialty Appliance Sales Di- 
vision, of which he is now assistant 
manager, is responsible for production, 
distribution, advertising and sale of 
household and commercial refrigera- 
tors, ranges, dishwashers, Disposalls 
and the new Unit Kitchen. 


being 


Hotpoint 


The present New York district of 
the Edison General Electric Appliance 
Company is to be divided and the 
present New York district sales man- 
ager, M. H. Beekman will open a 
new district sales office in Philadelphia, 


' according to a recent announcement by 


R. W. Turnbull, vice-president. 


Heman Greenwood has been ap- 
pointed district sales manager for the 
New York with 


570 Lexington Avenue. 
The 


territory offices at 


Connecticut is 


New 


state of 
the 


entir¢ 


now under jurisdiction of 


York 


Proctor & Schwartz 


Proctor & Schwartz Electric Com- 
pany, Philadelphia, announces the fol- 
lowing additions to their staff of 
demonstrators and home economists: 

Mrs. Christine C. Brown, 25 Arling- 
ton Street, Cambridge, Mass.; Mrs. 
Lulu 704 S. 28th Street, 
Birmingham, Ala.; Miss Irene Bobow- 
ski, 61 Hamilton Street, Hartford, 
Conn.; Mrs. Kathleen Miller, 104 
Ninth Street, San Francisco, Cal.; 
Miss L. Collins, 921 S. 49th Street, 
Philadelphia, Pa. 


Grace, 


G.-E. Supply Corp. 


Howard Dunkly and Ray Satchell 
have been added to the sales personnel 
to meet the growing demands of its 
radio business, the Cleveland house of 
the General Electric Supply Corpora- 
tion announced recently. 


“The Distributor's Sales- 
mon" offers a regular, 
effective, and economi- 
cal means of reaching 
salesmen of specialty 
distributors and electri- 
cal wholesalers. Total 
monthly distribution, 
8500. Advertising rate 
$150 per page on an an- 
nual basis. Booklet and 
sample copy on request. 


ISTRIBUTOR'S SALESMAN 
42nd Street 
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Do your distributors’ salesmen dra- 
matically present the selling features 
of your products? Do they give actual 
proof of sales points? Do they know 
what displays and other sales helps 
are available? Are they enthusiastic 
about selling your line? 

No distributor's salesman knows all 
there is to know about your products. 
He needs constant education. Heneeds 
sales ammunition. And he needs new 
enthusiasm, which only you can give 
him. 

Each succeeding issue of "The Dis- 
tributor's Salesman” proves that more 
and more manufacturers are conscious 
of this need — and find in this new 
service anideal medium for increasing 
sales through “selling the salesman.” 
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Apex 


E. J. Howe has ben appointed to 
the advertising department of the 
Apex-Rotarex Corporation of Cleve- 
land, succeeding P. F. Ellsworth, re- 
signed. 

Other company changes include the 
transfer of C. P. Lang from Dayton 
to Kansas City and the appointment 
of B. L. Strang to Dayton. 


Leon C. Hulse has been named 
factory sales engineer of the 
air conditioning division of 


Gar Wood. 


Gar Wood 


Frank H. Dewey, general manager 
of the air conditioning division of Gar 
Wood Industries, Inc., has named 
Leon C. Hulse for the position of fac- 
tory sales engineer of the air condi- 
tioning division of the company. 


G-E Radio 


The appointment of Lee Cooper as 
General Electric Radio Specialist in 
the Allentown, Lancaster, and Wil- 
liamsport areas in Pennsylvania, was 
announced by C. M. Wilson, sales 
manager of G-E’s Radio Division. 

Mr. Cooper was formerly with a 
leading wholesale house in Philadel- 
phia, and prior to that was in charge 
of a branch wholesale operation in 
Wilkes-Barre. 

At the same time Mr. Wilson an- 
nounced the appointment of Shelby 
York as a radio specialist on the West 
Coast with headquarters in San Fran- 
cisco. 


Wincharger 


Announcement was made recently 
of the appointment of Mort Duff as 
advertising manager of the Win- 
charger Corporation, Sioux City, 
lowa. Duff comes to the growing 
Wincharger organization from Chi- 
cago, where he was associated with 
Bagley, Horton & Hoyt Advertising 
Agency, handling the radio campaigns 
for the Pinex Company of Ft. Wayne, 
Indiana, and the W. A. Sheaffer Pen 
Company of Ft. Madison, Iowa, 


G-E Supply Corp. 


Russell T. Hanson, who for several 
years served as lighting instructor at 
General Electric Institute, Nela Park, 
Cleveland, has been named lamp and 
lighting specialist for General Electric 
Supply Corp., at Detroit. He began 
work at his new post April 1. 


Coins COOL PROFITS FOR 


LET’S LIFT THE 
LID OF THE 


GENERAL @ ELECTRIC 
lic sler 
AND 


— are a lot of things about this roaster you're 
going to like. Not only its compact shape. Or the fact 
that it cooks whole meals at one time, without heating 
up the kitchen. THIS roaster doesn’t steam meats or 
fowl—it actually roasts them—dark, gleaming brown, as 
crisp as you please. The adjustable vents in the lid let all 
the steam escape. 


Vegetables, puddings, meats—a whole meal, can be 
cooked at one time. This G-E Roaster, in fact, does every- 
thing an oven can do—bake, broil or roast. It’s ideal for 
summer cottages, trailers, folks in small apartments and 
ladies with large families. Grand for buffet suppers, too. 


It is smartly styled and attractively finished in durable, 
hard, lustrous cream, baked enamel, with black trimming 
and polished aluminum cover. 


This automatic roaster is designed to provide cool, 
comfortable cooking the year ’round. It has just the right 
amount of insulation to perfectly balance the economy, 
portability and cool-cooking features. 


Cooking is made easy through the use of an accurate 


Price $24.95 
Complete with all utensils 


thermostat which automatically controls 
the temperatures. With a range of 150 to 
500 degrees, any temperature which might 
be required for roasting, baking and other 
types of cooking is provided. 


An added convenience is the “‘off”’ position 
on the control knob which makes it un- 
necessary to disconnect the cord. Then, 
too, there is the signal light which is ‘“‘on”’ 
while the current is ‘on’ and goes “off” 
when the desired temperature is reached. 


The corrosion-resistant, hinged, aluminum 
lid is rigidly built and is light in weight. 
It may be tilted back without removing, 
yet may be easily detached for washing, etc. 


This automatic roaster may be purchased 
with either heavy-gauge aluminum, or 
cream vitreous enamel vegetable pans and 
roasting pan. Thus, consumer-choice is 
provided. 


The G-E Roaster has been designed to 
give maximum cooking space without loss 
of operating efficiency. Actually, 16% liquid 
quarts or large enough to hold a 16-lb 
turkey. Roaster complete, consists of auto- 
matic roaster, lifting rack, baking rack, two 
covered vegetable pans, roasting pan and 
cord set. Price, $24.95. 1500-watt Broiler 
Unit with reflector fits into the roaster cover 
and is supplied with broiling rack, adjust- 
able shelf, and drip pan. Price $4.25. 


SEE YOUR NEAREST GENERAL ELECTRIC 


DISTRIBUTOR TODAY 


FOR FURTHER DETAILS! 


General Electric Company. Appliance and Merchandise Department, Bridgeport, Connecticut, Ontario, California 
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SELL THESE Lelechrons 


THROUGH THE SUMMER 


CORONADO, Model No. 3F71. Brown mahogany 
with Prima Vera wood side flutings. White and 


cream-colored dial with numerals out- $6 
75 


lined in black. Retails at 


PAGEANT, Model No. 3F67. Plastic case in black 
mottled brown or ivory colors, Gold-colored bezel 


and side ornaments. Retail price, black $3 95 


or brown case 
Molded ivory case, $4.25 


LUXOR, Model No. 4F65. Smart new boudoir 
clock. Sure to be a big seller. Mirror front in blue, 


clear or amethyst glass. Numerals 
etched on chrome band. Retail price 


$9.95 


ORGANIZER, Model No. 8B53. New “household 


timer,” especially for radio programa, like “Con- 


trolla.” Plastic walnut case, 6 3/8 $9 95 
. 


inches high. Retail 
Prices subject to change without notice 


SMARTSET, Model No. 4F73. Prima Vera wood 
sides and base. Metal dial 
with satin gold-colored center. Re- 

... $8.95 


cee 


BARON, Model No. 8B07. New “numeral” clock. 
Molded black or mottled brown plastic cases. 8 1/16 
inches wide. Maroon trim for black case. 
Ivory color trim for brown case. Retail $8.95 


CONSORT, Model No. 2F01. Popular kitchen 
model that is certain to be a big seller. Chrome- 
plated case with moldec bezel in green, 


ivory color, white, black, blue, or $4.95 


Modes 7F77 Bl and Ro. Dainty 

alarm clock, case in blue or rose glass 

with mirror finish. To retail at —- $6.95 

Iris, Model 3F65, same design without alarm and 
with different dial, $5.95. 


Here's a selling set-up right on the page: Four brand-new 
Telechrons, designed to sell, and four popular models that have 
already proved their salability. They’re representative of the 
Telechron line —a fine array of handsome clocks for every 
purpose, built by the most experienced electric clock merchan- 


disers in the country. ¢ 


Telechron models will sell them- 


selves, But you'll get more profit if you do your share of the 
selling. And we're doing our part! National advertising to 
millions ... new display material . .. new dealer helps of all 
kinds. Yours for the asking. @ The electric clock market is 
expanding every day. And Telechron is out in front to meet 
it! See your Telechron distributor, He'll show you how you 


can cash in with Telechron. 


WARREN 
16 MAIN STREET 


(Reg. U. S. Pat. Off. by Warren Telechron Co.) 
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TELECHRON 


COMPANY 
ASHLAND, MASSACHUSETTS 
SELF-STARTING 
SYNCHRONOUS 
ELECTRIC CLOCKS 


WEST COAST NEWS FLASHES 


A bridal counsellor installed by the 
Emporium of San Francisco is of assist- 
ance in directing friends toward the par- 
ticular electrical appliances which the 
bride desires for her kitchen and dining 
room, as well as in keeping track of the 
pattern of silverware chosen. 


* * * 


An electric coffee maker, with tray and 
a l-lb. jar of coffee given free was the 
April special of the Central Arizona Light 
& Power Company, sold through Phoenix 
dealers. 


MacDougall’s of Seattle, Wash., re- 
cently held a carload sale of G.E. re- 
frigerators with savings up to $0 as a 
feature of “Homemaker’s Week” in that 
store. 

* * 


A lot of 1,258—1937 Stromberg Carlson 
radio sets (regular $103 and $122.50) were 
sold by the May Company of Los Angeles 
at the price of $49.95 and $62.50 respec- 
tively in a one-day sale early in April. 


* * 


Symons of Butte, Montana has opened 
a new appliance store on its mezzanine 
floor, specializing in Norge products. The 
opening was featured by a six-day cook- 
ing school under the direction of Miss Iva 
Scrivner of the Montana Power Com- 
pany, which was continuous throughout 
the day, customers choosing their own 
most convenient hours for attendance. 
The new department, under the manage- 
ment of C. L. McBee, will have twelve 
outside salesmen. The Anaconda branch 
of the Symons store is also adding a new 
electrical shop. Many exhibits of food 
products will be featured in connection 
with the opening program. 


* * 


Twelve envelope stuffers on the import- 
ance of better light prepared by the West- 
ern Institute of Light and Vision of Los 
Angeles are available for the use of light- 
ing promotion departments. The Insti- 
tute also has issued a 1937 edition of its 
booklet on “Seeing” with fresh ilustra- 
tions. The pamphlets include one on 
home lighting and another on offices and 
also cover such fields as beauty, gardens, 
safety, recreation, study, holidays and 
bridge playing in their relation to lighting 
problems. Frank A. Hansen is director 
of the Institute. 


* * 


The electrical exposition which had 


been scheduled by San Jose, Califor: 
merchants for April has been postporm 
to a date which will be later determined 


* * 


In connection with the 7-week ra: 
contest in Portland, Oregon, during wh: 
a range a week was given away to t 
best essay on “Why it’s more fun to c 
with an electric range,” special broa 
casts on “Cooking For Fun” were r 
over station KOIN and extensive adver 
tising was carried in Portland papers. 
different make of range was given aw: 
each week and in connection with the a 
vertising a listing was given of dealers 
who carry this range. The contest was 
sponsored by the Portland General Elec- 
tric Company and the various range man- 
ufacturers. 


* * 


Meier & Frank have been celebrating 
an 80th anniversary sale with specials on 
refrigerators, radios, washers, ironers and 
other electrical appliances. Lamp sales 
reached auditorium proportions, when two 
carloads of samples were sold at half 
price in the store’s auditorium area on the 
tenth floor. Missing Word Contests ar 
back again in Meier & Frank advertising 


* * 


The Denver News has been holding an 
11th annual cooking school in the city 
Auditorium, with exhibits of household 
appliances and the latest in labor saving 
devices on display about the room. Doors 
were opened an hour before the lectures 
started to permit of examination of the 


exhibits. 


When the Westinghouse “Hell's 
Kitchen” exhibit reached Reno, Nevada, 
an additional interest was added to the 
event by a 14-day guessing contest in- 
augurated by H. E. Saviers & Son, by 
which a Westinghouse refrigerator was 
awarded to the person guessing nearest to 
the number of kw-.hr. of electricity used 
by the appliance during the test. The 
test was carried on in the store’s window 
and an occasion was made of its start by 
inviting the public to an evening’s pro- 
gram, during which the principal feature 
was the sealing of the meters to mark 
the official opening of the event. Other 
prizes included cash sums to be credited 
on purchase of a Westinghouse range or 
refrigerator. 

* * 


A $25 trade-in allowance for a coal or 
wood stove on purchase of an electric 
range or $7.50 for an old water heater 
in purchasing an electric one is th 


To demonstrate the balanced heat of electric cookery, Westinghouse 
engineers have devised metal racks holding Lumiline lamps to replace 
the heating elements of the oven during demonstrations. In different 
positions of the switches the lamps either light or go off showing the 
cooking action as different temperature settings are made. 
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“Simited time” offer made by the Wash- 
ington Water Power Company. Local 
dealers have tied in with this advertising 
with special emphasis on the selling points 
of their own equipment. 


* * * 


The Jensen-Byrd Company of Spokane 
has joined the electric range drive now 
on by announcing their appointment as 
distributors for L.&H. ranges in that 
district. 

* * * 


The Spokane gas company has followed 
the example of the electrical industry by 
offering a $25 trade-in allowance for old 
fuel stoves in purchase of a gas range, 
with $7.50 for a water heater. This offer, 
also, is for a limited time only. 


* * 


Reddy Kilowatt rhymes bring $2 if ac- 
cepted for use in Washington Water 
Power advertising. 


* * * 


Spokane, Wash., housewives are offered 
a kitchen planning service by the Wash- 
ington Water Power Company. They 
are asked to make a rough pencil sketch 
of their present kitchen, indicating dimen- 
sions, location of doors and windows and 
such essentials. The company’s kitchen 
planning department will then draw up a 
sketch in color showing just how the 
kitchen would look if it were redesigned 
on labor saving principles with the latest 
modern electrical equipment installed. 


*_ * * 


The Brown-Johnston Company of Spo- 
kane recently took a leaf from the book 
of the drug store industry by staging a 
two-for-one sale in the fixture depart- 
ment. A fixture special-of-the-week, for 
instance, was offered at $16.95 for one 
fixture or $17.95 for two. 


*_ * * 


A new air conditioning office and dis- 
play room has been opened in Fresno, 
Calif., by W. S. Spitler and M. L. Short, 
district representatives of the Carrier 
Corporation. 

* 


Sacramento, California, also went in for 
a special section of the newspaper devoted 
to “home styles” and evening open house 
at a number of the larger furniture and 
department stores as a feature of the 
Home Furnishing Week celebration. 


* * * 


The Dorris-Heyman Company of Phoe- 
nix, Arizona, met the beginning of sum- 
mer with a sale of summer lamps, de- 
signed to brighten the home in the vaca- 
tion mood. 

* 


Schoenfeld’s of Seattle has been re- 
modeling all departments in the modern 
style and offering bargain inducements to 
customers in all household lines during 
the process. 


Mrs. Anna Roosevelt Boettiger is head 
of the Seattle P-I’s Homemakers’ Club. 
One of the recent activities of this organ- 
ization was a demonstration of interna- 
tional cookery, and incidentally of modern 
kitchen equipment, on April 28 at Seat- 
tle’s Civic Auditorium. 


* * * 


The Denver Dry Goods Company held 
a special open house event during April, 
with evening programs in the various 
homefurnishing departments. The elec- 
trical department has found from past ex- 
perience that these evening events bring 
out husbands and wives and offer an op- 
portunity to close sales on larger home 
appliances. 


* * * 


Women’s Institute Week at Cocoanut 
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OU ean sell 
Goodyear Fractional 
Horsepower Replacement 
V Belts because they are 


more 


made in a complete range 
of sizes for every make 
and model of refrigerator, 
washing machine, oil 


SPEED your 
BELT SALES! 


EAR 
Endless Cord V Belts 


GET THIS SALES-MAKER 


Handsome three-color all-metal 
display rack furnished with any 
standard Goodyear assortment. 


burner, stoker, beer pump, water pump and light ma- 
chinery drive . . . Because their Goodyear-originated 
endless cord construction is virtually stretchless, elim- 
inating slip! ... Because tests prove they last longer, run 
quietly and deliver maximum efficiency ... And 
because they bear the greatest name in rubber — the 
name that stands for highest quality and value in belt- 
ing! ... With Goodyear V Belts you can satisfy every 
customer. For prices and handy Application Guide, 
write your jobber — or Goodyear, Akron, Ohio, or Los 


Angeles, California. 


* * 


* 


NOW—A PROFITABLE WAY TO SELL WASHING MACHINE WRINGER ROLLS 


Goodyear Universal Washing Machine Wring- 
er Rolls eliminate carrying a large stock of 
made-up rolls, increase turnover and profit. 
Made in six standard diameters with extra 
rubber and shaft length that can be quickly 
cut to fit any wringer with Goodyear ‘Com- 


bination Milling Machine. Write for data. 


FRACTIONAL HORSEPOWER ENDLESS CORD V BELTS 
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THE GREATEST NAME 
= 


IN RUBBER 


Here are Zenith Radio's new district managers: J. H. Hickey, wg 
A-K; J. H. Souther, formerly Crosley; G. A. Lyons, formerly A-K; 


McKee, formerly RCA; C. H. Wilks, formerly Brunswick and Victor; F. H 
Strayer, formerly Hygrade-Sylvania; R. E. McGreevy, formerly of Ohio 


Distributing Corp., Columbus. 


Grove, Salt Lake City, sponsored by a 
local newspaper, was enlivened by exhibits 
of electrical equipment by local distrib- 
utors. 

* * 


Advertising of Westinghouse refriger- 
ators by The Westinghouse Store and 
local distributors was made personal and 
interesting by facts given on the actual 
operation of a refrigerator in the home 
of a local housewife, attested before a 
notary public. These included: 6-ft. re- 
frigerator, four in family, kitchen tem- 
perature 73.5 deg., loaded with food and 
both ice and desserts frozen, food com- 
partment temperature, 44.9 deg., milk 
compartment 43.3 deg. The refrigerator 
ran 37.6 hrs. or 11.2 per cent of the time 
during a two-week test and consumed 9.38 
kw.-hr. of electricity. At a 3-cent rate 
the monthly bill would have been 60 cents. 


* * 


Refrigeration has been to the fore in 
spring advertising by the Montana Power 
Company, with a “see your dealer” angle. 


* * 


The Symons Company of Butte, Mon- 
tana, recently turned all departments over 
to employees who had been with the store 
twenty years or longer. The event was 
marked by such features as the Saturday 
cooking school, with continuous instruc- 
tion in electric cookery being given in the 
mezzanine electrical department by home 
economists of the Montana Power Com- 
pany. 

* 


Home Furnishing Week in San Fran- 
cisco brought a series of open house even- 
ings staged by furniture stores and the 
household departments of department 
stores, and a special section in the Sun- 
day papers with full page ads by each of 
the stores. Entertainment features and 
special displays were features of the “At 
Homes” in most of the departments. 


* * 


The Redlick Newman Furniture Com- 
pany of San Francisco has added an 
annex and remodeled its home appliance 
department in the modern manner. The 
formal opening of the new quarters was 
made an event of Home Furnishing week. 

* * 


“Gertie Gadget” again visited the Em- 
porium of San Francisco during April, 
with fifty demonstrations going on con- 
tinuously to mark her presence. The Ad- 
visory Kitchen, with Mrs, Cleo Filsinger 
in charge, presented daily changes of 
menu, prepared with modern kitchen 
equipment. An exhibit of electrical ap- 
pliances was made, much like an indoor 
window display, with a “Magic Dial” 
which would start any selected appliance 
when the customer dialed in. 


* * * 


Lachman Bros. of San Francisco has a 
home economist of its own in the person 
of Miss Helen Cook. Her duty is that 
of special demonstrator. She not only 
helps in making sales, but her follow-up 


JUNE, 


of appliances after they are sold insures 
that the customer will receive full satis- 
faction from the purchase. 


* * 


“Magic Windows’”—two window 
plays which remained dark until the pas- 
serby approached, when the lights were 
switched on by a photoelectric cell ar- 
tracted much attention when installed by 
Hale Bros. of San Francisco. 


* * 


Wednesday at Barker Bros., Los Ange- 
les, is being advertised as a bargain event, 
at which some special bargain is being 
offered in each of eight different depart- 
ments of the store. 


* * * 


Seattle’s City Light announced a receut 
carload sale of Frigidaire refrigerators 
February sales of merchandise by the de- 
partment were announced at totaling $2°,- 
737 as compared with $24,566 in sales 
during February of 1936. 


* * 


The display of a model electric kitchen 
is maintained by the Puget Sound Power 
& Light Company at Seattle’s Central 
Housing Bureau. 


* * 


The Hostetler Norge Stores of Seattle, 
Wash., ran an effective ad which sketched 
a number of Seattle homes recently com- 
pleted or under construction by Seattle 
builders, all of which were installing 
Norge equipment. Sixteen builders were 


represented. 


Seattle has a Model Railway Club 
with twenty-seven members each of which 
has the hobby of constructing or collect- 
ing railway equipment of toy dimensions 
They meet at one another’s homes, carry- 
ing their equipment along with them each 


time. 


“Many new homes are out of date be- 
fore they are completed,” reads an ad- 
vertisement advocating the installation of 
adequate wiring over the signature of the 
Rocky Mountain Electrical League which 
appears on the new building page of Den- 
ver newspapers. 


* * 


Joslin’s of Denver, Colo. again staged 
its annual Women’s Day, this year two 
days, during which women employees 0! 
the store took control, the men serving 
in a menial capacity for the occasion. Th« 
event was sponsored by women’s organi- 
zations and prominent individuals and 
was made something of a social event. 
with coffee and hot biscuits served on th: 
third floor throughout the day. Contests. 
such as that of selection of the oldest 
woman participating, were rewarded with 
prizes of merchandise. 


During March the Rexburg office o! 
the Utah Power and Light Company de- 
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They're in a 
PACE HEATER sales wiil reach new heights 
this season . . . with a trend toward OIL. 
Liquid fuel has captured a waiting market. . . ove 
bes with every other dwelling a prospect. But buyers xs 
ent are critical . . . demand high values. They expect 
ors. mm oe. an ample supply of clean and healthful heat with Ace 
assured fuel economy. They seek operating con- 
venience and safety . . . artistic yet practical 
styling. 
OHIO Dealers enthusiastically acclaim the new a 
'37 line. It not only establishes new heater per- 
wer fection but offers quick sales and genuine 
tral Better still, OHIO Heaters are ''fool-proof" .. . 
eliminate profit-consuming "service" calls. They 
are built for long and faithful service. 
; 3 The OHIO line provides styles and sizes for any 
ttle, home, office, store, shop o i + 
hed p or garage requirement. 
‘ - - ABC Ring or Retort Burners. Controlled oil feed, 
non-corrosive burners, automatic draft adjustment, 
safety oil reservoir, match lighter, levelers, baffled 
od circulators, humidifiers, low fire "pilot" setting, etc. 
For prices, literature and franchise details, 
hich The Onio Founpry & Merc. Co. : 
STEUBENVILLE, OHIO, U.S.A. 
each “Quality Heating Equipment Since 1846" 
» be- 
ad- 
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Den 
aged 
two 
es oi 
rving 
The 
gani- 
and 
vent, 
n th 
tests, 
Idest 
with ‘ 
ce of 
y de- 


ING ELECTRICAL MERCHANDISING—JUNE, 1937 PAGE 5b 


~ 


> 


Your salesmen will get action 


utter simplicity with which Presto 
Tray gives them a flying start to 
a tall, cold drink. The Magic 
Finish Presto Tray of Patented* 
Contour slips out of the freezing 
compartment in a flash ... with- 
out tugging and pulling. Then a 
slight pressure on its patented 
contour and out pops a rubber 
gridful of ice cubes... ready for 
use as needed . . . one or a dozen. 
No fuss or bother. 


when they show prospects the Db \ 


Show ’Em and Sell’Em 


Cash in on the sales-making advantages 
of Presto Tray’s flying start and ice cubes’ 
1 0-second trip from refrigerator to glass. 
Demonstrate how simply—surely—in- 
stantly this Magic Finish Presto Tray of 
Patented Contour gives ice cubes full- 
sized, cold and dry. Emphasize fast 
freezing...instant releasing...no 
wasted or melted cubes. And because 
Presto Tray’s demonstration appeals to 
prospects, your salesmen get refrigerator 
orders easier. Insist that your new re- 
frigerators come factory equipped with 
Presto Trays—which give all the advan- 
tages of a fast freezing metal tray plus all 


of the conveniences of a rubber grid. 


INLAND MANUFACTURING DIVISION 


Gz ACTION 


Presto Tray 


O-SECOND Finis 


Patent Pending 


General Motors Corporation, Dayton, Ohio. 
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voted its window display space to the ; 


various makes of chicken  brooders 
handled by local dealers. As a result 45 
electric brooder sales were made in that 
area. This promotion is part of a 
broader farm electrification program 
which the power company is now pro- 
moting throughout Utah. 


* * * 


Home service girls of the Washington 
Water Power Company met recently at 
the home office in Spokane for a two-day 
conference under direction of Lucile 
Ramirez, home service director for the 
company. 

* * * 


To keep up interest in radio, which it 
was felt was dropping off, the Britis! 
Columbia Electric Railway Company has 
issued neatly printed cards which, under 


| the title “Big Broadcasts,” have listed a 


The Electric Home Institute of South- | 


ern California is again sponsoring a radio 
program, this time in the form of a 
“Woman's Forum,” conducted by Martha 
Moore at 2 p. m. daily except Saturday 
and Sunday over Station KNX. A 
weekly interview with an outstanding 
woman who has carved out a successful 
career for herself in some interesting field 
is one of the features. Books, plays, 
hobbies, child welfare, schools, clothes and 
other women’s interests are included in 
the program, as well, of course, as the 
subject of homemaking and the proper 
use of electrical tools. 


* 


Anticipating the drive for small appli- 
ances in June to be given as gifts for 
June Brides, the Southern California 
Edison Company is advocation “April 
Showers” of electrical kitchen equipment 
for the engaged girls who will later be- 
come brides and are just now announcing 
their engagements. 


* * 


Clyde Chamblin and his sons of the 
California Electrical Construction Com- 
pany have established a display room for 
commercial lighting in the rear of their 
San Francisco store which permits of the 
effective display of office fixtures in sur- 
roundings comparable to those in which 
they will be used. Three electric outlets 
in the ceiling permit customers to see 
for themselves what the units will look 
like in operation and a handy sightmeter 
gives accurate check of light distribution. 


* * 


Kitchen parties for housewives of the 
ommunity are to be staged periodically 


been installed in the Payette office of the 
Idaho Power Company. The first of these 


selection of outstanding programs for the 
season. Free home testing of tubes is 
also furnished by the company, which 
maintains a staff of “tube doctors” who 
call on request for such testing. 


* * * 


That the electrical way of cooking is 
faster than old methods was demon- 
strated to Oakland, Calif. club women 
recently when one of the Oakland news 
papers and the home service representa 
tive of the Mixmaster Company staged a 
timing contest in the Homemaking Forum 
at Ebel! Auditorium. A cake was first 
baked in the old fashioned way and then 
using all modern conveniences, the time 
consumed in the washing of utensils be 
ing included as part of the schedule. The 
electrical way proved to much the more 
rapid. 

* * * 


A completely electrified fabricate: 
house has been on display at Colorado 
Springs, Colo. during recent months 
Air conditioning, automatic furnace, elec 
tric washer, ironers, refrigerator, range. 


| dishwasher, radio, Better Sight lamps. 


electric clocks, toaster, mixer and other 
small appliances were furnished by the 
Majestic Electric Company which collab- 
orated in this exhibit. 


The Northwestern Electric Company 


, of Portland, Oregon, which itself does 


events was given with the wives of com- | 


pany employees as guests. The idea was 
to familiarize the families of power com- 
pany employees with the latest methods of 
electric cookery and kitchen planning, so 
that they might help rather than hinder 
the work of their husbands through their 
contacts with other women. Members of 
the home service department were in 
charge of the gathering. 


no direct merchandising, has offered a 
mailing service to dealers, who need only 
deliver their advertising material to the 
company, which will thereupon circularize 
all Northwestern customers free of 
charge 


An auditorium and all-electric kitchen 
has recently been installed by the Poca- 
tello division of the Idaho Power Com- 
pany. These facilities will be open to 
civic and church organizations for public 
meetings and will also serve as head- 
quarters for cooking schools and lighting 
demonstrations. Emphasis is being laid 
on the efficiency of electric cookery as 
saver of time and energy, on its contribu- 


| tion to the family health through cleanli- 
in the new all-electric kitchen which has | 


ness. preservation of food, etc. and also 
on the beauty and cheerfulness of the elec- 
tric kitchen as an adjunct to the home. 


Utah reports a 52 per cent increase in 
the sale of electrical appliances during 
the first two months of 1937, as compared 
with the equivalent period last year, or 
in figures, 57,258 appliance units sold, as 
against 37,660 during January and Feb- 
uary of 1936. 


Suter's, the enterprising appliance distributor down on the Ohio at 
Portsmouth, seems to believe that the public is interested in the men 
behind the product. At any rate, here they are—ready to meet all 
comers. Left to right—Messrs. Steiner, Helson, Clark, Richmond, Ishmael, 
Suter and Lang. Miss Sutherland is at the console of the ironer. 
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Dealers and their salesmen of Price 
ind Helper, Utah, have been enjoying 
electric cooking schools with the com- 
etent assistance of the home service and 
.ales departments of the Utah Power and 
Light Company. Invitations have in- 
luded the request that salesmen bring 
-heir aprons with them to the meeting 
and much interest has been created by 
he fact that from the beginning the men 
rave done the actual cooking, achieving 
under direction delicious cakes and evenly 
»rowned steaks, much to their own satis- 
‘action. Sixty-nine salesmen and dealers 
attended the five cooking schools held. 


*_ * * 


The May feature for the Utah Power 
and Light Company and _ associated 
iealers was a new automatic iron on 
which a $1 trade-in allowance for the old 
ron was allowed. During April electric 

; zrills, with tray and server were to the 
ore. Power company girls assisted witk: 
iemonstrations in power company offices 
ind dealer stores on request. 


* * * 


A crowd of more than 300 women at- 
‘ended the laundry school held in the 
yvasement of the Utah Power and Light 
‘ompany’s Salt Lake store during March. 
Demonstration of equipment and a talk 
yn washing methods furnished the pro- 
zram, while exhibits of all makes of 
‘roners attracted the attention of visitors 
vefore and after the “school.” 


Dealers of Salt Lake City report the 
sale of more than nine hundred electric 
| ranges during February and March, as 
: oart of the spring range drive now under 
Nay. 


* * 


Hennessy’s of Butte, Montana, staged 


an April Kitchen Festival, during which | 


me of he offers was a 7-day free trial 
f refrigerators in the home. Experience 
ias shown that once an electric refrigera- 
tor is actually installed in the home it is 
virtually sold. 

* 


fe The Dreibelbis Music Company of 
Butte, Montana, offers a free trial of 
electric vacuum cleaners, as an aid to the 
local housewife in her spring cleaning. 


* *& 


Portland, Oregon’s new apartment 
house to be erected at N. W. 20th Ave. 
and Everett St. is to conform in every 
letail with the requirements of the I!lumi- 
nating Engineering Society. The owner 


~ has made a special feature of the light- 
ing and is following the advice of experts 
vd in meeting the special needs of the living 


: room, dining room, kitchen and bedrooms 
- and bathrooms. 


= 3 ; 


Hundreds of stokers on the market! 


But it has been the story of every rapidly grow- 
ing industry that the bulk of sales volume soon 
concentrates among a few of the outstanding 


leaders in the field. 


Whiting is among those leaders in 
the stoker industry . . . has risen to 
that position through good engineer- 
ing and sound sales policies that 
have attracted and held outstand- 
ingly successful dealers. 


Whiting offers the aggressive, far- 
sighted dealer unparalleled oppor- 
tunity today. 


Whiting sales are increasing faster 
right now than at any time in the 
company’s history. 


“Sales for our last quarter (February, 
March and April’ of this year) ex- 
ceeded the total for the same period 
a year ago by 254 per cent,” Gen. 
T. S. Hammond, president of the 
Whiting Corporation, announced. 
“With such a fine performance, the 


rest of the year looks unusually 
bright.” 


This figure provides a striking ex- 
ample of how Whiting dealers are 
building year-around profitable busi- 
ness in accordance with Whiting 
sales plans—with increasing profits 
in offseasons as well as peak 
seasons. 


Find out what Whiting’s franchise 
offers a selected dealer in your com- 
munity—today and 
for the industry’s 
biggest years just 
ahead. 


Use the coupon. 


Underfeed Stoker Division 
WHITING CORPORATION 
15606 Halsted Street, Harvey, Illinois 


We are dealers in.... 


Send us facts regarding the Whiting Stoker 


at 
Manufactured by THE WHITING CORPORATION, Harvey, Mlinoisy City 
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Standard Stove got out a small commercial electric range recently designed to sell in the same price class 
as domestics. Here's a shipment of them going to Buffalo, Niagara & Eastern Power. Left to right: T. |. 
Messenger of the utility; C. A. Pierson, Standard president; H. H. Venable, Standard sales manager; Donald 
Faller and Harry Hall of Toledo Edison; Wm. P. Swartz, Standard Pacific Coast manager; F. N. Cuthbert, 
Standard purchasing agent. 


Hale Bros. of Sacramento, California, 
have recently opened a new appliance 
and radio store adjacent to the main 
building. For the first week or two of 


its opening the new store remained open 
evenings \ feature of the celebration 
was the selling of a number of major ap- 
pliances at auction, printed blanks in 
connection with newspaper advertising 
giving the customer a chance to enter a 
bid. On May 15th the appliances went 
to the one who had submitted the highest 
bid. 


* 


During a recent demonstration of elec- 
trical laundry equipment, the Southeast 
Furniture Company of Salt Lake City 
invited customers to bring in their damp- 
ened wash for ironing in the store. 


* * * 
Special rates on two-at-a-time sales 
were offered by the Norge Appliance 


Company of Salt Lake City. Any two of 
the major appliances can be purchased 
at 19 cents per day. 


. * * 

Thiel & Olsen Bros. of Montpelier, 
Idaho, have remodelled their mezzanine 
department, turning the entire area over 


to a display of electrical appliances. 
> > 


A running water campaign has been 
running during May and June in the 
territory of the Utah Power & Light 
Company. A promotional booklet en- 
titled “Life in the Country” was mailed 
to 4,000 prospects. Power company field 
representatives did active work secur- 
ing the names of interested prospects, 
which were then turned over to pump 
dealers. K. W. Browning is in charge 
of farm electrification work for the Utah 
company. 


Two grocery stores which have made 
a good thing out of a side line of elec- 
trical appliances are reported by L. E. 
Saldwin, dealer coordination representa- 
tive of the Utah Power and Light Com- 


pany. One of these is Carl Goodrich of 
Maple Ward, a little town near the 
Colorado line Forty radios and 21 
washers was his record. Paul Stone, 
who owns another grocery store at 
Ashton, Idaho, took in profits from 50 
radios which he sold last winter as a 
side line. Both men are enthusiastic 
about their products. 
> 

Features of the electric refrigerator 
campaign which held the center of the 
stage in northern California during April 


included a window display contest with 
cash prizes for window dressers, an 
vertising man’s contest to promote feature 
advertising, open to dealers’ ad writers, 
and a customer essay contest run through 
the columns of P. G. & E. Progress. The 
Pacific Gas & Electric Company made 
displays of dealer refrigerators in 68 of 
their district offices and furnished hostess 
programs, using a refrigerator completely 
outfitted as in a home, with a demon- 
strator. Power company advertising in 
250 newspapers reached a total of 33,550 
column inches. 


ad- 
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Symons of Butte, Montana, recently in- 
vited customers to an electric cookery 
matinee under the direction of the local 
home service director of the Montana 
Power Company, the event being held 
in their new mezzanine appliance depart- 


ment. 
* * 


Weinstock-Lubin & Company of Sac- 
ramento, Calif., are among the firms which 
have attracted interest to their show 
windows by the installation of the so- 
called “miracle windows,” which remain 
dark until approached, when they light 
up for 30 seconds, the light then going 
off again until the beam governing the 
photoelectric cell is again interrupted by 
a passerby. 

* * 


With the approach of June, Meier & 
Frank of Portland, Oregon, have again 
installed a Bride’s House with every 
electrical convenience and a _ registry 
where the bride may register her prefer- 
ence in wedding and shower gifts. 


* * * 


An electric cookery radio program over 
station KDYL is being sponsored by 
four Salt Lake dealers handling Hotpoint 
ranges. These include the Axelrad 
Furniture Company, Radio Studios, Inc., 
the Sharp Electric Company and the Utah 
Power and Light Company. 


* 


The Pherson Electric Company of 
Logan, Utah are busy selling a carload 
of Kelvinators, the first complete carload 
to be delivered in that city. 


* . 


The State Experimental Farm of 
Yuma, Arizona, has discovered that pecan 
trees grown under supplemental artificial 
light produce nuts with a* greater fat 


content. 
* * * 


The Paris of Salt Lake City recently 
featured a special sale of 1936 models of 
both refrigerators and radio, which re- 
sulted in the movement of a large volume 
of appliances. 

* 


Special for May among the dealers of 
Phoenix, Arizona is an $8.95 Sunbeam 
iron plus a $3.50 automatic clothes 
sprayer, all for $8.95, with a $1 allowance 
for trade-in of the old iron on the sale. 


* 


Brides were featured at one of the ses- 
sions of the Rocky Mountain News Cook- 
ing School at Denver, Colorado. Forty 
nine of them attended, each of them re- 
ceiving a gift of flowers, while the six 
most recent received baskets of groceries 
and the newest of all a prize of kitchen 
equipment. Maytag washers, Emerson 
radios and Coldspot refrigerators were 
among the appliances featured at the 
school. More than 8,000 housewives at- 
tended during the 3-day sessions. 


* * 


Lipman-Wolfe of Portland, Oregon 
celebrated their 87th anniversary in the 


merchandising field by a special section 
of the Oregonian and by a storewise sale, 
in both of which electric equipment de- 
partment participated prominently. 


* * * 


Tull & Gibbs of Spokane, Washington, 
have recently installed a model electric 
kitchen, complete with a Monarch range 
and a Kelvinator refrigerator. Daily 
demonstrations were given during the 
opening week. 


* * * 


Curious specimens among the clocks 
turned in during the 50 to 60 cycle shift 
on the lines of the Los Angeles Bureau 
of Power and Light include one clock 
mounted in a frying pan and another in 
which Chinese characters replace roman 
numerals for the telling of the time. 
There were 45,000 clocks in all turned 
in for replacement by new ones, while 
84,000 customers elected to have theirs 
adjusted to the new frequency. Some 
twenty of the clocks left with the Bureau 
have been considered curious enough in 
design to become museum pieces. They 
will be placed on display at the Los 
Angeles Museum in Exposition Park. 


* 


New lighting, both in the inside store 
area and in the windows has meant 
increased business for the Farmers Hard- 
ware and Paint Company of Whittier, 
Calif. Pictures of the installation appear 
in a recent issue of the Southern Califor- 
nia Edison Company’s customer paper. 


The Bonded Refrigeration Sales and 
Service, Inc. has opened an office in 
Fresno, Calif., with Walter Hoffman as 
district manager. 


* * 
Electric water heating has been prom- 


inent in recent Portland (Ore.) General 
Electric Company advertising. 


Early in May the Fresno electr; 
dealers sponsored a 10-page suppleme:; 
to the local newspaper featuring refrj.- 
eration, thus starting off the early sum- 
mer drive in this appliance. The enti: 
ten pages were filled with advertising 
and publicity devoted to the advantac: 
of electric refrigeration. 


* * * 


_ Breuner’s of Sacramento has been off: 
ing a limited time special trade-in sale, 
allowing $40 on purchase of a $162.50 se: 


* * * 


Selma, California enjoyed a three-day 
cooking school this spring, which was 
attended by a total of 1,150 housewives 
The event was a feature of the annual 
Farm and Home Exposition. 


* * 


Automatic electric roasters were cam- 
paigned cooperatively throughout the ter- 
ritory of the San Joaquin Light and 
Power Corporation during April. Radio 
and newspaper advertising was used and 
dealers were furnished with display cards 
and other material. 


* * * 


Effective use of contrast was used in 
the ironing school for dealer salesmen 
which was recently conducted in Ogden, 
Utah. Time saving with modern methods 
was the point to be made—and this was 
accomplished by having two girls iron 
a sheet under contest conditions, one 
with a modern ironer, the other with a 
hand iron. The demonstration was 
marked by several of the dealers present 
as a useful method of presentation for 
their own stores. 


* * 
The Lundstrom Furniture Company of 
Logan, Utah, has a newly remodelled 


store. They have recently added a line 
of electric ranges and water heaters. 


* * * 


Every six months the Schramm-Johns- 
ton Drug Company, with stores in many 


cities in the intermountain district, 
stages an interstore contest in its elec- 
trical department.” The Logan, Utah, 


store of this company was recently the 
winner and J. R. Jensen, manager, credits 
much of its success to weekly Saturday 
afternoon demonstrations of small ap- 
pliances held in the store with the coop- 
eration of the home service department 
of the Utah Power and Light Company. 


* * 7 


That Los Angeles range campaign in- 
volving 200 dealers and fourteen makes of 
electric ranges is breaking all records, 
according to reports from California. 
April sales were approximately 280 per 
cent over those of last year. The special 
feature of the campaign is the offer of 
E. F. H. A. terms of only $2.75 per 
month, payable with the electric light bill. 


Reese Mills, manager of Westinghouse water heater and range division, 
has got himself into some pretty nice company. The five gals are all home 
economists with the Idaho Power Company and their names are: Louise 
Sandemeyer, Helen Swanson, Helen Dodge, Le Ila Footer and Harriet 
Wallace. Looks something like the last roundup. 
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it may be a matter of weeks of care- 
ful consideration from the masculine 
standpoint. Her heart often rules her 
head. This is particularly true dur- 
ing this springtime season. She is 
confronted with all sorts of emotional 
buying urges. She exposes herself to 
buying influences. She realizes more 
keenly that her home is out-of-date. 
She feels that she can sway her hus- 
band more certainly. /.s a result, her 
tendency is to go on a buying spree 
which, having quickly committed her- 
self to a few new things, changes to 
buying hesitancy, sometimes to fears 
that she has overspent. Just as sud- 
denly, she may lose buying interest 
as a result. It is smart selling to at- 
tract her when she is beginning to 
feel buying interest—otherwise others 
may get her so sold up as to block 
any ability to interest her. 

Right here, then, is a crucial thing 
to keep in mind—see as many house- 
wives as fast as you can during late 
June and early July. How? Well, 
| would advise resorting to telephone 
invitations to come down to the store 
to see the new parade of appliances. 
The merchant, the salesman’s wife, 
acquaintances and the salesman should 
be busy arranging appointments in 
which he can pick up women at their 
homes, drive them to the store and 
give them a real educational showing 
of the latest and best. Don’t tone 
these invitations with heavy selling 
pressure; make them chances to see, 
inspect, learn and use. The average 
salesman spends only 38 per cent of 
his time in the presence of the buyer 
—this system of scheduled appoint- 
ments will up that at least 30 per 
cent, make it easy for the woman to 
gain transportation to the store, turn 
driving time into sales time, create 
a feeling of prospect appreciation, 
afford her the best opportunity to gain 
the talking points which she can use 
on her husband, later. Use the tele- 
phone as you never have before, hav- 
ing someone arrange a definitely 
greater number of daily contacts for 
you. 

When you get the woman to the 
store, the finesse is to give her a sales 
talk that she likes to hear in the way 
that she best likes to hear it. Man 
is interested in what a product is 
more than what it will do; woman is 
the direct opposite. She is interested 
in use values and pictures how the 
particular product will look and be 
used in her own home. The clever 
salesman will resort to word pictures 
that will build up her impression of 
the use advantages of the particular 
appliances. The clever merchant will 
see that appliances are maintained 
that can be demonstrated under actual 
use conditions and in a homelike 
atmosphere. 

Women are less reasonable crea- 
tures than men. They react to sensory 
rather than logical appeals. They like 
to look, taste, smell, feel, touch and 
manipulate. They receive impressions 
28 times as fast through the eye as 
through the ear. They want to get 
their hands on things and when they 
do, it gives them a sense of owner- 
ship which stilted description never 
‘an. Many washer salesmen lose out 
yecause they do not know how to do 
a washing themselves and cannot give 
the prospect a lifelike use-demonstra- 


Something About Women 


tion. Others lose out because they 
want to perform the entire demon- 
stration themselves. Those who win 
the greatest sales ratios with least 
talk are they who permit a woman to 
get her hands wet. Invite her to 
manipulate the machine. Sit her down 
where she can comfortably go through 
her own motions. Give her a sample 
experience in her own use of the ap- 
pliance you are attempting to interest 
her in. As she tries it, her imagina- 
tion will begin to picture its ad- 
vantages in her own home. As she 
uses it, begin to talk about the prod- 
uct as “her: washer,” “her ironer,” 
“her range,” “her refrigerator.” As 
you cover each feature, see that she 
gets her hands all over the product 
being demonstrated. The more you 
can get her into physical action, the 
more prone she is to agree with you. 
Further, the more able she is to recall 
the features and the selling argument 
to her husband, because it is a rule 
of memory that we tend to gain more 
lasting impact as the thoughts to be 
remembered are connected with our 
muscular movements, the more effec- 
tive her sales talk will be. 

A fine thing about the Spring is 
that the average woman is really 
eager to come to the store. There 
she can be emotionally impelled much 
easier than at her home, provided your 
store demonstration is correctly set 
up. Seeing is believing with her. 
Her buying urge is tremendously in- 
creased by real life demonstrations 
which, for many appliances, can only 
be satisfactorily arranged at the store. 
But, if you have to sell her in the 
home, remember that she is impelled 
by color and picture five times more 
persuasively than man. He likes talk 
and text. She wants to see photo- 
graphs of real installations in real 
homes and that is where using the user 
has real importance, 

Women doubt everything when they 
are forming a purchasing interest. 
Perhaps it is because even yet few 
husbands permit their wives to make 
independent decisions. Perhaps it is 
their age-long subservience. Perhaps 
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it is because they want the appliance 
so much they fear to let their in- 
terests be displayed. They often feel 
that the salesman may take advantage 
of them; that’s why a low pressure 
type of educational selling is so effec- 
tive. There must be the ring of 
sincerity and proof in the salesman’s 
presentation to the woman. He is not 
alone selling the appliance but he is 
providing the arguments which the 
woman will use in selling her husband. 
She knows she has to have straight- 
forward arguments with him. She 
is hungry to get them. 

In the store presentation, watch that 
you provide ample sales data from the 
following angles. After complete de- 
scription of product features, be sure 
to emphasize the vital differences of 
the particular brand, compared with 
others. She is a shrewd buyer, reach- 
ing a decision only after careful com- 
parison. She covets some talkable 
difference that will make her purchase 
better than owned by her friends. 
Rivalry, envy, jealousy, pride, ostenta- 
tion, are much more _ pronounced 
among women than men. She loves 
to appear superior, more clever, more 
atmospheric than others of her class. 
She loves to show off. She hopes 
continually to make other women 
jealous of her home, her husband, her 
clothes, her adornments and _ posses- 
sions, her beauty, her social standing. 
The more you appeal to this side of 
her nature, the more she will talk, 
the more others will learn of the ad- 
vantages of your product, and the 
more prospects will consequently want 
to follow her lead. Give her some 
sound comparative basis of buying 
judgment. 

Provide localized proof of all claims. 
This may be in the form of testi- 
monial letters from your customer list. 
It may be photographs of actual in- 
stallations in prominent homes. It 
may be reference from local experts 
such as university professors, neigh- 
borhood mechanics or technicians. But 
show the woman that each claim you 
make is backed up by authenticated 
use-facts. 


“Henry's still a little dizzy from the washin’ I gave him in this machine.” 
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Finally, be sure that each presenta- 
tion brings out proof of the use-sav- 
ings, based on local conditions, and 
stresses an easy buying method so that 
the woman will be able to show her 
husband that the appliance can be 
owned without particular skimping in 
the household budget. 

3efore she leaves the store, never 
fail to provide her with sufficient 
literature that will recall the sales 
points you have stressed. Remember, 
she must refresh her memory before 
selling her husband. If she has left 
with the desire you should have built 
into her mind, she will use this litera- 
ture to talk from in front of her hus- 
band. Funny, even though this is 
such a crucial point, that trained 
shoppers in best appliance stores had 
to ask for such literature in 80 per 
cent of all cases and, in 70 per cent 
of these stores, there was no literature 
available. 

A few miscellaneous pointers on 
things to avoid in selling women. 
They are annoyed by too much bell 
ringing at the front door but they 
do like to answer the telephone. They 
like salesmen to come to the point 
and, particularly, to give them the 
courtesy of some talking. They are 
so polite that they will always answer 
a lot of questions which is an excellent 


approach. They distrust flattery un- 
less very adroitly employed. They 
detest being called “Madam.” If she 


doesn’t mean enough to you as a 
prospect to call her by her real name, 
stay away from her. More sales 
than a few have been lost by this 
impersonal oversight. Finally, she 
doesn’t like to be rushed. She’s rush- 
ing to a decision in her own mind 
so fast that a push may cause her to 
mentally stumble. 

Don’t worry much about different 
prospect types. There are always the 
impulsive, deilberate, indecisive, talka- 
tive, silent, suspicious and positive 
types, but to try to catalog their 
peculiarities will make you concentrate 
too much on psycho-analysis and too 
little on the story you are telling. 

Another thing: Not only are June 
and July the most positive months, 
but 1937 is the most favorable year 
in the history of appliance selling. 
Everything is on the up and up. More 
are employed at real wages than at 
anytime in the past six years. The 
increase of marriages shows that 
young fellows are recovering their 
nerve. Looks, too, as if we were 
going back to the old and _ healthy 
ratio of new homes to marriages. It 
used to be one new house to every 
three, sinking to one in every sixteen 
marriages during depression years. A 
ride around almost any residential 
district of any city will prove that we 
are at the threshold of a great resi- 
dential building area. Interest in home 
modernization is intense. Women are 
tired of going without. They are 
weary with the annoyances of worn- 
out appliances. They want the new, 
the more economical. This is an 
accelerated period of wish fulfillment 
for all manner of appliances—re frig- 
erators, washers, electric ranges, water 
heaters, heating equipment. We ap- 
pliance salesmen can bring in a big 
bucketful of closed sales if we'll be 
sure to use the right bait during June 
and July! 
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WITH A DOZEN—IN ORDERS SPREAD 
OUT UNTIL SEPTEMBER 1ST! 


(extended from July 15th) 


A deal you can really use .. backed 
by a powerful advertising cam- 
paign in TIME..LIFE..COLLIER’S 
..NEW YORKER..AMERICAN.. 
CHRISTIAN SCIENCE MONITOR 


Here is THE DEAL 


OU qualify for the deal by ordering not 


less than 


3 MOTOSHAVERS at $12.50 


each, less 33'4% billed through your whole- 
saler. Inside each box is a Dealers Merchandise 


Voucher. 


Save These Vouchers! When you have one dozen, 
you mail them to Motoshaver Inc., Van Nuys 
Bldg., Los Angeles. We then ship you, prepaid 
and free of charge, one MOTOSHAVER! 


You have until 


Sept. Ist to send in your 


vouchers. This means an average sale per month 
that is less than many electric shops are doing 


per week! 


On top of this, we give you a liberal advertising 
allowance for local advertising, and supply the 
mats FREE. We also supply free dealer helps 
that produce sales! Ask for details! 


The deal sensation of the year! One MOTO- 
SHAVER FREE means a clear $12.50 extra 


profit for you.. 


.over and above your 334%. 


The sooner you place your order, the more time 
you have for making your dozen sales! You can 
sell several dozen! Get in touch with your whole- 


saler TODAY! 


RETAIL 


Complete with 7 ft. cord and leath- 
er pouch. Standard model oper- 
ates on A.C. or D.C. 110-130 
volts. Other models for 6, 32, 
240 volts can be had at same 
price. 


ONLY MOTOSHAVER COMBINES 


ALL 
strong, 
motor.. 


THESE ADVANTAGES: Extra- 
more efficient, 
special comb-type head, with 
double cutting edge eee 


more dependable 


cutting action so 


simple youcan tell howit works 


at a glance. 
sharpening. 


.. self-cleaning, self- 
..approved by lab- 


oratory of National Board of 


Underwriters... 


carries 18 


MONTHS GUARANTEE! 


MOTOSHAVER INC. 


Van Nuys Bldg. + Los Angeles 


Feature MOTOSHAVER as the ideal Father’s 
Day and Graduation Gift! 
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“McCALL'S MAGAZINE" OPENS 
NEW KITCHENS AND TEST ROOMS 


NEW YORK, N. Y.—“McCall’s Mag- 
azine” has pony its new McCall Kitch- 
ens and Test Rooms, occupying the en- 
tire 39th floor of the building at 444 
Madison Avenue, New York City. Al- 
though this home and women’s magazine 
has had its own kitchens for a number 
of years, the new quarters, with entirely 
new equipment, provide complete facili- 
ties for the many types ot experimental 
work underlying “McCall’s” service to its 
2,650,000 readers in the United States and 
Canada. 

In the three new kitchens which 
“McCall's” now has at its command, a 
permanent staff of graduate home econo- 
mists works out menus and recipes for 
use in food articles and service booklets. 
Foods are prepared for photographs. Ap- 
proved cookery techniques are devised to 
meet women’s needs as revealed by the 
magazine's Field-Editor investigations and 
by letters from readers. 

In the two new test rooms, household 
appliances and equipment are used just 
as they would be used in homes, except 
that variables are eliminated through care- 
fully and scientifically controlled condi- 
tions. Special cleaning and laundering 
projects are carried out to determine most 
efficient methods for the housewife. 

Experimental work in foods and cook- 
ery methods is carried on in two kitchens. 
One is a complete, self-contained kitchen 
centering about gas equipment—range and 
refrigerator. This kitchen illustrates the 
approved L-shaped type. The second 
complete kitchen is electrically equipped. 
In it to complete the staff's experience 
with variations in kitchen planning, the 
popular U-shaped scheme is followed. 

Adjoining the large electric and gas 


Experimental Kitchens is a smaller, home- 


sized kitchen, known as the Special 
Kitchen. Here such work is carried on 
as the preparation of food to be photo- 
graphed for use in “McCall’s Magazine” 
or in service booklets. 


APEX SALES UP 34.1% 
EMPLOYMENT UP48.9% 


CLEVELAND —Gross sales of 
Apex Appliances for the first four 
months of 1937 are 34% ahead of the 
same period for 1936, according to Mr. 
C. G. Frantz, President of Apex Elec- 
trical Manufacturing Co., Cleveland, 
Ohio. 

“Our business has shown a steady 
increase,” said Mr. Frantz today. “Up 
to April 1, 1937, our sales are 34.19% 
ahead of the same period last year, 
the biggest year in our history. 

“The month of April of this year 
broke all records in our twenty-four 
years of manufacture and sale of Apex 
appliances, sales alone showing gain 
of 51.8% over April, 1936. It is grati- 
fying to note this splendid acceptance 
of Apex Appliances.” 

Employment of Apex has kept pace 
with the steady increase in sales. 
Since December 31, 1936 to April 31, 
1937, employment of both factory and 


office workers shows an increase of 
48.9%. 


Three Add Oil-Burning Refrigerator 


Three well-known merchandisers of 
electric refrigerators who have extended 
their business beyond electric lines, ac- 
cording to an announcement by W. M. 
sarber, sales manager of the refrigeration 
division of Perfection Stove Company, 
are: Quanrud, Bring & Reibold, Inc., 

sismarck, N. D.; Persinger Supply Co., 
Williamson, W. Va. and East Tennessee 
Electric Company, Knoxville, Tenn. 


JUNE, 


The problems that arise in home lau 
dry work are the problems that are solv: 
in the new McCall laundry. From laur- 
dering a single piece of lingerie in a hanc- 
basin to doing a complete family wash ; 
a washing machine, practical tests 
made to determine the best methods 1: 
using appliances and products for launder- 
ing, bleaching, starching, ironing, a: 
storing clothes. 

In addition to a reception room an 
large conference room, the new Mc(a)| 
Kitchens and Test Rooms also include 
offices for Demetria Taylor, Head of the 
McCall Kitchens; Faye I. Hamilton, 
Equipment Editor; Kathleen Robertson, 
Home Research Editor; Gertrude Lyn: 
Assistant Editor, together with their re- 
spective staffs of assistants. 

Otis L. Wiese, Editor-in-Chiei 
“McCall’s Magazine” ; Camille Davied, 
Homemaking Editor; Elizabeth Woody, 
Director of Foods and Appliances; Mary 
Davis Gillies, Director of Home Decora- 
tion; Toni Taylor, Director of the 
Modern Homemaker ; J. Harold Hawkins, 
Architectural Editor; Barbara Miller. 
Head of the Field Editor Division and 
editors of the other two sections of the 
magazine will continue to make their 
headquarters at the main office oi 
“McCall's Magazine”, 230 Park Avenue, 
New York City, a short distance awa) 
from the New McCall Kitchens and Test 
Rooms. 


Copeland 


As a further step in the progress 01 
the Copeland Refrigeration Corporation. 
which is undertaking an expansion of its 
national distributing organization, Pres:- 
dent Dallas E. Winslow today announceé 
the appointment of J. D. McLeod as vice- 
president and general manager. 

Mr. McLeod came to Copeland as gen- 
eral sales manager last December from 
the Chevrolet Motor Company where. 
over a period of fourteen years, he served 
as special representative, regional sales 
promotion manager, city sales manager 
for Detroit and zone manager at Flint. 


Porcelain Enamel Men at Urbane 


Some 215 enamelers and students 
from all sections of the country at 
tended the Porcelain Enamel Institut« 
forum at the University of Illinois 
May 5-7. Highlights were reports © 
the glass and enamel research being 
conducted by Prof. C. W. Parmelee 
of the University, and other manu- 
facturing processes 


Magazine Sponsors Lighting Conference 


NEW YORK, N. Y.—A anationa! 
lighting conference devoted entirely t 
the present-day illumination problems 
of interior designers and decorator: 
will be held in New York City or 
June 16th and 17th, concurrently wit! 
the annual convention of the American 
Institute of Decorators at the Wal- 
dorf-Astoria Hotel, under the auspices 
of the magazine “Interior Design anc 
Decoration,” according to announce- 
ment by Harry V. Anderson, Editor. 


EHFA Signs Another 


Electric Home and Farm Authority 
today announced that a contract had 
been closed with the Menard Electric 
Cooperative, Petersburg, Illinois. The 
contract provides that Electric Home 
and Farm Authority and the utility 
will cooperate in financing the sale ©: 
electrical appliances for use by con- 
sumers located on the utility’s power 
lines. 
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€ 
of GRUNOW for 1938 is a “‘natural’’! A “natural” for sales... a ‘natural’ 
e, for profits! Imagine! Automatic Tuning at half competitive prices in the 
st 1938 Teledial! FOR THE FIRST TIME. .. real, automatic tuning in 

table models! Europe Guaranteed! A price range from $24.95 to $159.95! 

And a choice of cabinets styled and finished in the finest furniture tradi- 

tion! YES! GRUNOW is the “smart money” line for 1938 .. . It’s 
of nationally advertised of course... It’s priced to sell fast and show 
In plenty of profit. On this page are a few GRUNOW models for 
. 1938... destined to be the most amazing values in the whole history of 
ed radio retailing! So... be money ahead with GRUNOW for 1938! 
, 
MODELS 
re, 0 ee 
N TOMATIC TUNING 
les Ll A te 
EA M PR 
ICES 

GRUNOW CONSOLE No. 589 A.C.; 5 tubes; 10 station “Teledial” automatic tuning: Europe pLeN & 
Guaranteed; also American, aviation, police, amateur broadcasts. Size: 37” x 10-3/16"x 22". Banjo type 
cabinet of matched walnut in straight, stump, striped, mottled and rotary grains 
€ 
€ 
e 
~.6 ALL-WAVE TABLE MODEL No. 632... A.C; 6 tubes; 8 

TABLE MODEL No. 588 AC: 5 tubes: & station > Be: © station “Teledial” automatic tuning; Europe Guaranteed; also 
“Teledial” automatic tuning; Europe Guaranteed; also Ameri- ‘Size: American, amateur, police, aviation broadcasts. Size: 95,°x7 4" 
aviation Sin: 14%", 235" Cabinet pin stripe and straight grain walnut. x1574." Cabinet: pin stripe, stump and straight walnut. 
. WRITE FOR CATALOG OF COMPLETE GRUNOW LINE FOR 1938! 
Also name of nearest GRUNOW distributor . . . Compare GRUNOW’S prices . . . GRUNOW’S 
a merchandising PLUS . . . Get set to cash in on GRUNOW national and local advertising helps! 


. .. Write today for details on the line that will put you MONEY AHEAD... The GRUNOW 
Line for 1938! 


FOR 1938 


GENERAL HOUSEHOLD UTILITIES COMPANY, CHICAGO, ILL.... MARION, IND. 


GRUNOW CONSOLE No. 
1081 A.C.; 10 tubes; 
“Super-Teledial" automatic 
tuning; 3 wave bands; Europe 
Guaranteed; also American, 
amateur, police, aviation 
broadcasts. Size: 41” high x 
12-4/16" deep x 2534" wide. 
Cabinet: center-matched 
stump walnut; stripe mottled 
with pinstripe walnut borders, 
and base of pin stripe walnut. 


EUROPE GUARANTEED! 
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1 APEX Washers 


Apex arex Corp., Cleveland, O., 
and Apex Rotarex Mfg. Co., 
Oakland, Calif. 

Models: 8 electric and 3 gasoline 

washers. 
Description: Model 231, 16 gal. tub; 

232, 18 gal. tub; 233, 20 gal. tub; 
234, 20 gal. tub with full skirt, 
aluminum wringer and controls. All 
models equipped with Apex Double 
Dasher which washes all kinds of 
clothes sheerest silks to 
heaviest woolens; Lovell wringer 
with Apex pressure selector which 
tells how much pressure to use for 
each type garment; motor driven 
pump available on models 231, 232, 


233 and 234 Electrical Mercha 
lists Tune, 1937 


2 G-E Hotpoint Roaster 


Gen ( ppliance 
M port, 
Automat roaste 
Descriptio Bakes, roasts, pan broils 
fries, boils or steams vegetables; a 
urate thermostat mtrol tor ax 
only, adjustable to regulate tempera 


550 deg. F.; pilot 


light indicates when roaster is heat 
ing, goes out when desired tempera- 
ture has been reached; “off” posi- 


tion switch makes it unnecessary to 
disconnect; heavy gauge roaster lid 
has 2 vents to prevent wet condition 
in oven when roasting; vitreous en- 
amel inter 115 volts, 1320 watts 


2 types utensils: enameled steel or 


aluminum; 2 vegetable pans with 
covers; 2% in. roasting pan; tray 
rack with adequate lifting handles 


and side rail to prevent slipping 
weighs approximately 23 lb.; has a 
capacity of 164 liquid qts.; 214 
long, 13% in. wide, 124 in. high 
cream-colored baked enamel finis! 

Price: $24.95; broiler unit $4.25 add 
tional. — Electrical Merchandisi 
June, 1937 


v 
3 AIR-RITE Deodorizer 
Walway Co., Box 35 Fairview Statioi 


Detroit, Mich. 


Description: Deodorizer for refriger- 


ators; anodized aluminum container 
for powdered charcoal, sweetens re- 
Irigerator; can be renewed by im- 


mersing in boiling water without 


loss of sweetening qualities 


Price: $1.—Electrical Merchandising, 
Tune, 1937 
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Review of New Products 


As an added convenience items are numbered 
—Card for full information on page 42 


6 WESCREL Floor Lamp 

Michigan Bumper Corp., 2667 E. 
Grand Blvd., Detroit, Mich. 

Device: Adjustable, portable lamp. 

Description: Vertical standard on a 
stable base with the bulb and shade 
at end of a triple-jointed horizontal 
arm in metal; joints are clean, with- 
out nuts or thumbscrews, and are 
held automatically by friction at any 
angle. Combined, they give both 
overhang and directional plane to 
cover 180° arc; light plane may be 
projected in any direction over 
shoulder, or vertically downwards 
toward desk or table; opening in 
base permits table leg to be inserted 
into it; standard equipment consists 
of a diffusion reflector over which 
a shade is placed; patented feature 
on base also locks cord flat on floor ; 
metal with new metallized finish in 
a variety of colors—Electrical Mer- 
chandising, June, 1937. 


4 CROWN Range 


Crown Stove Works, 4627 W. 12th 
Place, Chicago, Ill. 

Model: Southwood No. 101. 

Surface Burners: Open type units, 2-8 
in. and 2-64 in.—1800, 1500, 1200 
and 1000 watts each; Chromalox 
closed units available at extra cost. 

Sizes: Occupies 384x27 in. floor space ; 
37 in. to cooking top; oven 15 in. 
high, 16 in. wide, 19 in. deep. 

Special Features: Oven equipped with 
temperature control; safety slide 
racks; units easily removed and in- 
terchangeable; porcelain enameled 
lining; utility compartment 16x15x 
13 in. and 2 full size utility drawers 
on rollers; optional equipment ob- 
tainable at slight additional cost 
includes 6 qt. Thrift cooker; 
synchronous oven timing clock; 
warming compartment; pastry oven 
and broiler; range light and shelf; 
electric clock and measured time; 


Minute Minder. Standard finish v 
white porcelain; other finishes in- 
cluding Monel Metal top available 7 LINK-BELT Stokers 


at extra cost.—Electrical Merchan- 
lising, June, 1937. 


Link-Belt Co., 307 N. Michigan Ave. 
Chicago, Iil. 


Device: Bituminous and anthracite 

stokers. 

Description: New features of 1937 
bituminous household stokers are: 
new crackle finish; baked aluminum 
finish inside hopper and motor com- 
partment; new load signal to auto- 
matically shut off stoker, ring bell 
or buzz when shear-pin shears due 
to obstruction in feed tube; im- 
proved airmeter with damping cyl- 
inder that holds down air supply to 
fire; new design air ports; new fur- 
nace castings and integral feed type 
design; new type motors. Fea- 
tures continued are: variable inter- 
mittent drive with 3-speeds; special 
design worm conveyor to eliminate 
smokeback; double clean-out plates 
on airduct; “double bridge-brace” 
hopper. Anthracite stoker features 
are: patented ash ring to shear ash 
off edge of firepot; plunger type 
coal feed; plunger type ash con- 
veyor; bucket type ash elevator; 
anthracite stoker available in hop- 

Device: Portable light weight cooling per or bin-fed types.—Electrical 
unit for office, hotel home or hospital Merchandising, June, 1937. 


5 KOOL-KLEEN Air Conditioner 


Kool-Kleen Air Conditioning Co.. 


ar 
Vewton, lowa 


Description: Cools, dehumidifies, 
washes air; air is cooled and washed 
with 42° ice water spray by passing 
air through refrigerated fog cham- 
ber adjusted by Kold-Kontrol; sim- 
ple construction; no high pressure 
pumps or spray heads to get out of 
order ; requires no outside or window 
connections ; plugs into light socket; 
rolls from room to room. 

Price: Approximately $100. — Elec- 
trical Merchandising, June, 1937. 


8 ABC Washer 


Altorfer Bros. Co., Peoria, Ili. 

Model: 127. 

Description: Improved French type, 
perforated agitator with double set 
fins and intermediate rubbing col- 
umn; 7 lb. capacity; porcelain tub 
has 4 sets clothes flexers embossed 
in side walls; wringer swings to & 
positions and locks; automatic re 
versible drainboard; 4 equalized 
springs control pressure automati- 
cally; new  finger-touch clothes 
feeder; t-hp. Westinghouse motor ; 
automatic drain pump; gray porce- 
lain tub. Also available with 4- 
cycle gas engine as 127-G. 

Four other models complete 
ABC’s 1937 line: Spinner model 177, 
heavy duty model 157, heavy duty 
model 137, model 117. Models 137 
and 117 also available with Johnson 
Iron Horse gas engine.—Electrical 
Merchandising, June, 1937. 


v 
9 PERFECTION 


Refrigerators 

Perfection Stove Co., Cleveland, Oh 
Device: 2 new Superfex oil burning 

refrigerators with storage space ol 
5 and 7 cu. ft. have just been an- 
nounced; both models have extra 
large ice cube freezing capacity; 
only minor changes in exterior de- 
sign which harmonizes with Perfec- 
tion’s cabinet-type oil range.—Elec- 
trical Merchandising, June, 1937. 


10 HOTPOINT Range 
Edison General Electric Co., 5600 W. 
Taylor St., Chicago, 

Model: Chesterfield. 

Description: New Monobilt model 
with Monotop and Monobase; 3 
large storage drawers; convenient 
toe space in base; battleship type 
construction—entire body welded 
into l-piece and finished inside and 
out in porcelain enamel; 1-piece back 
splasher and top; pebbled blue porce- 
lain enamel oven with sliding shelves 
with lock-stop and back rail; one 
shelf reversible to raise or lower 
height 1} in.; blue porcelain enamel 
broiler pan; smokeless broiler rack: 
thrift cooker; porcelain enamel drip 
tray; new French gray switch but- 
tons and handles with chrome trim; 
appliance receptacle in back splasher ; 
new automatic oven timer clock can 
be added at additional cost; standard 
unit equipment includes 3 Hi-Speed 
Calrod units with new flat-top 
“Thrift coils”; 1-84 in. units; 2-64 
in. units.—Electrical Merchandising, 
June, 1937. 
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11 DeLuxe IRON FIREMAN 


The Iron Fireman Mfg. Co., 
Cleveland, O. 


\fodel: 1937 DeLuxe Iron Firemar 
domestic coal firing unit. 

Description: Newly designed with 
cleaner lines, the DeLuxe Iron Fire- 
man features operating units placed 
out of sight in a_ sound-silenced 
compartment. Planetary gears for 
compactness, and the new, Volu- 
meter, automatically regulating the 
air supply for maximum efficiency, 
ire stressed in the new model.— 
Electrical Merchandising, June, 
1937. 


v 
| 
\ 
12 G-E Fan 


General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 
Device: “Special” 12 in. oscillating 

fan. 

Description: Provides air delivery of 
800 cu. ft. per min. and a velocity 
of 1350 ft. per min.; self-aligning, 
ball-seat, porous metal bearings; 
aluminum blades; newly designed 
welded steel guard; tilting adjust- 
ment; felt covered base; switch in 
base provides high and low speeds; 
black enamel with nickel trim; silver 
lacquer blades. 

Price: $17.95.—Electrical Merchan- 
dising, Jume, 1937. 


13 MASTER KRAFT Oil Furnace 


Mass. 

Device: New oil furnace unit. 

Description: Fully water-backed in 
front and rear sections with small 
flue ways and high percentage of 
overhanging heating surface; long 
gas travel insures utmost extraction 
of heat from fuel; extra large top 
nipple openings assure free water 
circulation between sections; floor 
linings precast refractory; six sizes 
from 400 to 800 sq.ft. standing 
steam radiation; equipped with 
new model U Master Kraft burner 
especially designed for unit work; 


orange enamel finish.—Electrical, 


Merchandising, June, 1937. 


Review of N 


ew Products 


As an added convenience items are numbered 
—Card for full information on page 42 


14 ALLIED Systems 


Allied Radio Corp., 833 W. Jackson 
Blvd., Chicago, IIl. 


Device: Complete new line of inter- 
communication systems to serve 
practically every need in field. 


Description: New systems include 
simple 2-way outfits, Master Station 
call systems, super-selective systems 
as well as large factory and office 
call system equipment. Selective 
Master station system, illustrated, 
designed for centralized control of 
inter-communication between Master 
station and up to 4 sub-stations; no 
buzzers required; party called an- 
swers, quickly, conveniently, pri- 
vately.—Electrical Merchandising, 
June, 1937. 


15 CRAWFORD Ranges 


Walker & Pratt Mfg. Co., 31 Union 
St., Boston, Mass. 


Models: Five new models: 16-420, 
16-S425, 16-S466, 16-851, 16-S463. 

Description: All models except 
16-S463 built to floor; all models 
have 16 in. ovens with a choice of 
conventional drop door type or 
Crawford’s drawer-action oven; in- 
terchangeable wiring with double 
pole timers and thermostats can be 
connected to 3-wire single phase, 3- 
wire 3-phase or 2-wire.single phase 
a.c. without change of units or in- 
ternal wiring; all models furnished 
with choice of 2-heat or 3-heat 
switches; solid aluminum trim and 
hardware; wine red trim and Monel 
top and splasher available on special 
order; white porcelain enamel fin- 
ish; optional equipment at additional 
cost includes Chromalox closed 
units; Speedwell cooker; platform 
lamp; 2-piece condiment set; timer 
clock; smokeless broiler grill; 
Model 16-S425 and 16-420 have 
ovens in center. 16-S466 oven on 
side with 3 utility drawers. 16-851 
side oven with utility drawer and 2 
utensil drawers. 16-S463 table top 
model with utility drawer.—Electri- 
cal Merchandising, June, 1937. 
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16 EUREKA Floor Polisher 


Eureka Vacuum Cleaner Co., 
Detroit, Mich. 


Device: Floor polisher designed to 
operate exclusively on high air pres- 
sure developed by Eureka vacuum 
cleaner. 

Description: Large rotary, turbine- 
polishing brush is mounted to back 
of aluminum turbine fan; brush spins 
with fan, “Float” on center pin and 
exert pressure by own weight; 
rotary polishing brush consists of 12 
strips of bristles mounted in circular 


manner on metal plate which forms 
back of brush; “outer ring” is a 
special “Ca-vel” polishing pad which 
carries weight of aluminum casing 
when polisher is in operation; speed 
plus weight of turbine fan and brush 
produce “hot” friction necessary for 
effective polishing ; attachment hose 
is connected to exhaust vent in 
Eureka cleaner fan case, nozzle is 
raised and belt detached to permit 
Eureka fan to move its maximum 
volume of free air; bent extension 
tube of attachments is locked to floor 
polisher to form handle. Special 
wax spreader is provided with floor 
polisher. 

Price: $17.00 complete with wax 
spreader.—Electrical Merchandising, 
June, 1937. 
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17 PRIMA Washers 
Prima Mfg. Corp., Sidney, Ohio 


Models: Two spinner models: SWD, 
SGR; 5 wringer models: KWR, 
KGR, JGR, BGR and AGR. 

Description: De Luxe Spin-Dry, SWD 
and Standard Spin-Dry SGR 
equipped with “bottle neck” tubs 
with horizontal corrugations; 8 Ib. 
dry clothes capacity ; aluminum, mid- 
zone type agitator with control 
clutch on top of agitator; round 
dryer tank, 124 in. diam., fitted with 
streamlined Deluxe safety turret 
drainboard ; turret in 2 parts—upper 
portion swivels on polished ring; 
open dryer compartment makes for 
easy loading; centrifugal pump; 


standard { hp. motor. SWUD, all 


white; SGR, green. 

KWR, KGR, and JGR equipped 
with super never-crush_ wringer, 
frame designed to make feeding 
clothes almost automatic; automatic 
drainboard. KGR and JGR light 
green finish; KWR, white. BGR 
equipped with Lovell model 23-B-5 
wringer, light green finish, AGR 
equipped with Lovell 20- wringer, 
green with white speckle finish. 
Motor driven pumps available on 
KWR KGR JGR BGR and AGR, 
also Briggs & Stratton 4-cycle gaso- 
line engines if needed.—Electrical 
Verchandising, June, 1937. 
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18 HOTPOINT Refrigerators 


Edison General Electric Co., 5600 W. 
Taylor St., Chicago, Ill. 


Models: 4 new refrigerators have been 
added to Hotpoint line: Kitchenette 
models EB21 and EB31; 2-door 
Super Imperial American, and 2- 
door Super Imperial Empire. 

Description: EB21 lift-top model; 21 
in. wide, 24 in. deep, holds 4 day 
food supply for 4 people; stainless 
steel freezing shelf; removable, slid- 
ing vegetable basket gives easy ac- 
cess to bottom of refrigerator; speed 
freezing shelf makes 2 lbs. ice—20 
cubes; plenty of space under shelf 
for tall bottles; counter-balance 
holds top at any angle; when closed 


porcelain top provides standard 
height work surface. 

EB 31 compact refrigerator with 
serviceable flat top work-surface 
high; 9-point temperature control; 
defrosting switch; ample space for 
tall bottles; Hotpoint Thriftmaster 
unit. 2-door Super Imperial Amer- 
ican has 15.4 cu. ft. capacity ; Scotch 
Yoke compressor; speed freezer 
with 9-point regulator ; defrosting 
without interrupting refrigeration ; 
interior light; 3 foot pedals located 
in base open vegetable bin, food 
storage compartment or freezing 
chamber doors; accessories include 
2 aluminum ice trays; 2 aluminum 
trays with rubber divider; 2 all- 
rubber trays; 1 dessert tray; 2 vege- 
table drawers, 3 covered glass dishes, 
1 butter dish, 1 water botter, 1 ice 
tray release, 1 glass chiller tray, 
vegetable bin and food safety gauge. 
Super Imperial Empire same as 
American with 12.5 cu. ft. storage 
capacity.—Electrical Merchandising, 
June, 1937. 
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19 HOTPOINT Washer 


! scneral ectric Co., 5600 
hicago, Ill. 

é: New H nt Special washer 
riptioy Ik dry capacity 
iiftivator provides 3 washing 
es; Lovell wringer with 1} in 
vit-rubber rol side-snap release ; 
up. GI ishioned-power” motor ; 


lack and ivory speckled porcelain 
‘namel inside and out; skirt and legs 


ack Electrical Merchan 
sing 19037 
v 


20 AERO-KING Bedroom Cooler 


vue Ventilator tor hotel or apart- 
ment bedroor 

iption Cools as it ventilates; 

ent easily installed in new or old 

uldings: will fit walls from 4 to 


7+ in. thick; special sizes for thicker 

valls available: 10 in. fan; capacity 

700 c.i.m nduction type motor; 

110-120 volts, 50-60 cycle a. c.; 40 

watts; grille diam. 12 in.; Silchrome 

Electrical Merchandisin 
1037 


v 


21 PRIMA lroner 
ima Mj rp., Sidney, O 
Models: RWR 
Description: Ful!-floating, 
nly 5 moving parts; foot pedal 
mtrol applies pressure and starts 
roll in motion with same movement ; 


26 in. shoe 


separate motor and heating-element 
switches conveniently located on top 
t ironer; @ hp. direct drive motor 
1200-watt element self-adjusting 
pressure; white enamel with black 


trim. Model RWT same as RWR 


with table toy t additional cost.— 
ectrica Verchandising June, 
1937, 
PAGE 6C 


eview of New Products 


As an added convenience items are numbered 


—Card for full information on page 42 


22 WESTINGHOUSE 
Base Cabinets 


estinghouse Electric & Mfa. Co 
Vansfield, O. 
Device New base cabinets have lx 


added to 4 ranges: Dictator, Con 
queror, Challenger and Commander 
for storing pots, pans, skillets and 
ther cooking equipment; two 
doors provide easy access: white 
porcelain enamel finish; toe inset t 
harmonize with other kitchen equip 
ment Electrical Merchandis 


June, 1937. 


23 BROILRITE Broiler 


Kimmel Metal Mfq. Co., 89 Allen St 
Rochester, N. Y. 


Description: Broils, boils, toasts; 
heating unit in cover broils, without 
spatter and only necessitates wash- 
ng ot serving tray, etc.; keeps food 

t 20 min. after current is off when 
cover is left on; aluminum with 
jakelite standards and wood en- 
umeled handles.—Electrical Mer- 
handising, June, 1937. 


v 


24 SILEX Anyheet Control 


Silex Co., Hartford, Conn 


Device Automatic switch with “high 
position tor brewing; “off” position 
when coffee rises to upper bowl : 
and a “low heat range” to maintain 

ttee temperature over a long pe- 
od. Available separately for use 
id Silex coffee makers as wel! 
as with new; furnished in packages 

t © in. counter display package 

$1.50.—Electrical Merchand 


lune, 1937 


25 CONSOLOFONE 


Consolidated Communications Corp 
1215 Fidelity Bldg., Baltimore, Md. 


Device: 2-way  intercommunication 
system without batteries or wire in- 
stallation, for use in homes, hos- 
pitals, offices, hotels or restaurants ; 
also available in model T for com- 
munication between two and up to 
eleven stations. Model T requires 
1 wire and is simple to install 

Price: $49.50; Model T, $47.50 for 
master and one station, $10 for each 
additional station —Electrical Mer- 
chandising, June, 1937 


v 


26 MILLER Lamp 
The Miller Co., Meriden, Con: 


Vodel: New Miller rotor arm des! 

lamp 

Description: Rotor arm makes it pos- 
sible to turn lamp to any angle 
without danger of fraying, wearing 
or buckling lamp cord; inner glass 
bowl diffuses and reflects light 
suitable for executive desks as end 
table lamp or bedside lamp.—Elec- 
trical Merchandising, June, 1937. 


v 
27 WIZARD JR. Tools 


Herberts Machinery Co., Ltd., I 
Angles, Calif. 


Device: Wood working tools for home 
use. 

Description: Junior line includes 2 
wood lathes, saw table, 2 jig saws, 
drill press, 4 sizes combination 
grinders and disc sanders, double 
grinder and choice 2 buffers, band 
saw and shaper. 

Prices: Lathes, $5.90 and $2.98: 
saw table, $7.50; jig saws, $5.90 and 
$2.98 ; drill press, $3.25 ; combination 
grinders and disc sanders, $2.69. 
$3.25, $5.50; buffers, $2.35, $1.95 
and $3.25; band saw, $14.50; shaper, 
$11.50.— Electrical Merchandising 


Tune, 1937. 


28 INTERNATIONAL 
Air Circulators 
International Engineering, Inc., 
Dayton, O 
Device: Attic fan; Kool-Waiv Kooler 
and Kool-Waiv circulators. 
Description: Entire air cooling systen 
is built around International noise 
less belt drive fan which is installed 
in attic dormer window or attached 
to attic and wall in simple vent 
box above a hall or room grille: 
propeller sizes from 20 in. to 42 in. ; 
4 and 6 blades. Kool-Waiv Kooler 
can be used for room circulation 
only, placed at window or door, or 
in attic; legs adjustable in height ; 
may also be suspended from ceiling ; 
quiet, belt driven; 4 blades; 4 and 4 
h.p. motor; Kool-Waiv circulators 
with latest airplane propellers avail- 
able in low stand and floor models 
’rices: International attic fan fron 
390 to $320: Kool-Waiv Kooler 
irom $132 to $156.—Electrical Mer- 
handistng, June, 1937. 


29 PRIMA Refrigerators 

Models: PR87, PR67, PR57, PR47 

Capacities: 8, 6, 5 and 4 cu.ft. 

Description: Twin-cylinder compres- 
sor; Humid-I-Pak evaporators; 
automatic interior light; Methyl! 
Chloride refrigerant; rubber Flex- 
O-Rubber tray ; Dulux interior, por- 
celain exterior.—Electrical Merchan- 
dising, June, 1937. 


v 


30 G-E Plug 


General Electric Co., Appliance 
Mdse. Dept., Bridgeport, Conn. 


Description: New molded rubber 
angle-plug is molded in one piece 
with cord and at a right angle 
which enables cord to lie flat 
against wall or baseboard instead ot 
looping out into room; designed for 
use with lamps, clocks and small ap- 
pliances.—Electrical Merchandising 
Tune, 1937. 
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31 HOLLYWOOD Shaver Mirror 


{merican Automatic Devices Co., 
Harrison, Throop & Congress Sts., 
Chicago, 

Dezice: No. 3017 Hollywood combina- 
tion electric shaving and make-up 

mirror. 

ription: Equipped with 2 drawers, 

large enough to hold complete 
suaver kit with special electrical 
wuutlet on base to plug in shaver; 
hand-rubbed solid walnut; 10 in. 
high, standard mirror 54x8 in.; 
magnifying mirror 3 in. 


Price: $7.50.—Electrical Merchan- 


lising, June, 1937. 


32 BLACK & DECKER Bench 


Grinder 


The Black & Decker Mfg. Co., 


Towson, Md. 


Device: 6 in. Junior ball-bearing bench 


grinder. 


Description: % hp. standard B & D 


constant speed motor available in 
all standard a.c. single-phase volt- 
ages and cycles except 25 cycles, 
which is + hp.; equipped with full 
ball-bearings ; grinder may be bolted 
to bench or moved to convenient lo- 
cations with carrying handle; stand- 
ard equipment includes 1 fine, 1 
medium wheel and 3 conductor 
cable; aluminum finish; weighs 314 


lbs. 


Price: $19.95 —Electrical Merchan- 


dising, June, 1937. 


33 MIRACLE Razor 
Miracle Dry Shaver Corp., 36 S. State 


t., Chicago, IIl. 


Yevice: Electric dry shaver. 


Jescription: Cuts at angle to which 
shavers are accustomed; shearing 
mechanism cuts hair of beard at 
surface of skin—impossible to cut 
face, the manufacturer claims; de- 
signed to fit hand; special channels 
catch and hold cut hair until re- 
moved, eliminating its falling on 
clothes ; ac. or dic. 


Price: $10.—Electrical Merchandis- 


ing, June, 1937. 
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—Card for full information on page 42 


34 VIKING Oil Heater 


The Viking Mfg. Co., 600 S. High St., 
Akron, Ohio 


Model: “Lo-Boy” console No. 300 cir- 
culating and radiant oil heater. 

Description: Lower height insures bet- 
ter circulation ; recessed double doors 
give radiant heat when open; spe- 
cially designed combustion chamber 
provides increased temperature, vol- 
ume and velocity of air; controlled 
“high” and “low” fire settings; 
thermostatic: valve automatically 
maintains desired room temperature ; 
1 or 2 six gal. concealed tanks avail- 
able; automatic draft regulator; 
humidifier ; available in pot type, blue 
flame and gas; grained walnut finish 
with chrome trim.—Electrical Mer- 
chandising, June, 1937. 


35 CANATSEY Air Circulators 


Canatsey Electric Mfg. Co., 620 
Wyandotte St., Kansas City, Mo. 


Device: Air circulator with 3 blade 
aluminum fan, quiet 1140 r.p.m. 
motor; floor model, adjustable from 
44 ft. to 8 ft.; Levolier switch en- 
closed in back of motor case; all 
models 110 volts, a.c—Electrical 
Merchandising, June, 1937. 


v 


36 AE Elim-O-Stat 
Solar Mfg. Corp., 599 Broadway, 


Device: Radio interference filter for 
electric razors. 

Description: Capacitive-inductive type 
filter containing not only conven- 
tional condensers used in this type 
device, but also induction coils for 
maximum filtering effect. Black 
crackle finish—Electrical Merchan- 
dising, June, 1937. 
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37 RAY-O-VAC Flashlight 


Ray-O-Vac Co., Madison, Wis. 


Device: Bullet Beam flashlight. 
Description: Streamlined ; finished in 


untarnishable rhodium plating ; fo- 
cusing head contains heavy beveled 
crystal lens, rhodium plated reflector 
and candlelight feature; streamlined 
3-way switch, shock absorber, spare 
bulb holder in bullet shaped end 
Merchandising, June, 


38 HAVERLY Milk Coolers 
Haverly Electric Co., Inc., East 


Syracuse, N. Y. 


Device: Milk can coolers. 
Descriptian: 


Newly designed 
tator principle in milk coolers ; cool- 
ers available in sizes from 2 to 30 
can capacities; heavy gauge metal 
used throughout with 4-in. sheet 
cork board insulation; heavy angle 
iron base; available in odd shapes 
and sizes for electric or gas engine 
operation.—Electrical Merchandis- 
ing June, 1937. 


v 


39 INDICATOR Fuses 
Indicator Corp., 32 — St., New- 


ark, 


Device: Indicator multiple fuse. 
Description: Complete line of car- 


tridge fuses permanently equipped 
with neon light indicator to indicate 
fuse which has blown, and a handle 
which can be used as a fuse puller: 
line includes ferrule type and knife 
blade type renewable fuses in 250 
and 600 volts. 


Prices: from 85¢ to $25.—Electrical 


Merchandising, June, 1937. 


40 DIEHL Air Circulator 
Diehl Mfg. Co., Elect. Div. Singer 


Mfg. Co., Elizabethport, N. J. 


Device: Twenty-four in. oscillating 


air circulator. 


Description: Available in tall pedestal 


and counter-wall bracket models; 
a.c. and d.c.; 2-speeds; resilient rub- 
ber motor supports ; oscillation ad- 
justable to arcs of 0, 30, 60 and 90 
degs. ; chromium finish with black 
fittings, polished aluminum blades ; 
pedestal models adjustable to raise 
center of fan from 5% to 84 ft. from 
floor; counter-wall bracket models 
equipped with hinge-joint; easy to 
adjust from counter to wall-bracket 
position; 4 hp. motor delivers 9675 
c.f.m. at high speed. 


Price: Pedestal model, a.c. $92; dc 


$107: counter-wall model, a.c. $83 ; 
d.c. $98.—Electrical Merchandising, 
June, 1937. 


41 FAY Floor Machine 
The Fay Co., 130 Madison Ave., New 


York City 


Model: Improved Champion. 
Description: Scrubs, waxes, polishes, 


sandpapers and steel wools floor by 
use of interchangeable attachments ; 
weighs approximately 65 lb.; latest 
type automobile gears employed in 
speed reduction; fully enclosed ball 
bearings and all moving parts; 3 
hp. continuous horizontal drip proot 
motor.—Electrical Merchandising, 
Tune, 1937. 


v 


42 PATROL Relief Valves 
The Patrol Valve Co., Locust Ave. & 


W. 114th St., Cleveland, O. 


Device: Relief valves for safeguarding 


electric water heaters Types DTP 
and DP. 


Description: Type DTP temperature 


and pressure relief; Type 
pressure control only ; special bel- 
lows-diaphragm construction pre- 
vents water from coming in contact 
with spring; pressure mechanism 
may be lifted out of valve body as 
complete unit ; temperature fuse plug 
of DTP valve is mounted on outside 
»f convenient replacement; available 
in 10 different types; standard set- 
tings are 210 degs. and 140 lbs.— 
Electrical Merchandismg, June, 1937. 
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43 NAXON Roaster with 
Broilerange Attachment 


Naxon Utilities Co., 1113 N. Franklin 
St., Chicago, Ill. 

Device: Naxon Autochef Roaster with 
Broilerange attachment. 

Description: Bakes, cooks, roasts, fries, 
toasts, grills, stews, preserves and 
cans; adjustable steam vents in lid 
avoids sogginess in baking; accom- 
modates a 22 lb. ham or 20 Ib. tur- 
key; for cold pack canning holds 9 
qt. or 12 qt. Mason jars; middle in- 
sert pan 8x10 in.; 2 end pans hold 2 
qts. each; self-basting, heat reflector 
cover; Autochef thermostat provides 
accurate temperatures from 150° to 
550° at fingertip control; single lift 
panrack and bake tray can be set in 4 
positions. New Broilerange acces- 
sory converts roaster into range with 
2 surface units which broil meats 
when used face down; when used 
face up it becomes a hot plate for 
boiling, frying, et units are set in 
a cover which may be substituted for 
regular cover. 

Prices: Roaster, $24.95; Broilerange, 
$7.50. — Electrical Merchandising, 
June, 1937 


v 


44 DIEHL Grinders 

Diehl Mfq. Co., Elect. Div. Singer 
Mfg. Co., Elizabethport, N. J. 

Device: 6-in 


h clearance type grinder. 


Description For use in garages, 
home workshops, etc., for sharpen- 
ing tools, light grinding and buffing 


operations ; flat face on motor hous- 
ing permits grinding long pieces of 
material; cast iron base with rubber 
leet, carrying handle; steel wheel 
guards adjustable to permit work 
over entire circumference of wheels; 
% hp. motor, 110 volts a.c.; blue 
enamel finish with nickel trim. 
Seven-inch “heavy duty” grinder 
also available with 4 hp. motor. 
Price: 6-inch grinde r, $20; 7-in. 
grinder, $38.50.— Electrical Mer- 
chandising, June, 1937. 


v 


45 EZMTE Cleaner Bags 


Easy Empty Bag Co., 2715 Webb 
Ave., Detroit, Mich. 


Device: EzMte vacuum cleaner bag 
collects dirt in top of pocket at top 
of bag which provides unobstructed 
passage for air and makes bag easy 
to empty without removing from 
cleaner; bag is wunhooked from 
cleaner, held by ring, dirt slides out 
easily; available for any make 
cleaner Electrical Merchandising, 
June, 1937. 


PAGE 62 


Review of New Products 


As an added convenience items are numbered 
—Card for full information on page 42 


46 HANDYBREEZE 


Fan 


Chicago Electric Mjg. Co., 6333 W. 


65th St., Chicago, Ill. 


Model: No. 59, 2-speed, rubber 


bladed, 10 in. fan. 


Description: Oscillating mechanism 
can be set to remain stationary or 
to oscillate as user desires; stream- 
line design; black crackle base and 
band around motor; chrome motor 
body; switch on base provides high 
and low speeds and an “off” posi- 
tion; 4-rubber fan blades mounted in 
spherical polished chrome hub can 
be replaced whenever necessary; 4- 
pole induction motor, a.c. only, 
110- 120 volts, 50-60 cycles.—Elec- 


trical Merchandising, June, 1937. 


47 RED TOP Power Plants 


Pioneer Gen-E-Motor Corp., 466 IV. 


Superior St., Chicago, 


Device: Combination a. c. and d. c. 


gas-o-electric power plants. 


Description: In addition to keeping 
storage batteries charged and pro- 
viding lighting, it operates many 
a. c. and d. c. appliances; equipped 


with pulley to drive cream separa- 
tors, ointars water pumps, washers, 
etc., by means of “V” belt; genera- 


tor is mounted solidly to crank case 
of engine; automatic push button 
starter with auxiliary rope-pull 
starter for use when battery is dead; 
gasoline tank with cast iron base 
with 1 gal. capacity sufficient to 
operate plant from 12 to 16 hrs.; 
remote control and filter and ignition 
shielding for radio operation avail- 
able at small extra cost; Johnson 
“Iron Horse” 4-cycle single cylinder 
“L” head type; available in follow- 
ing capacities: 110 volt a. c. 300 
watts; and 6, 12 or 32 volt d. c. up 


to 325 watts. 


Prices: From $89.95 up f. 0. b.—Elec- 


trical Merchandising, June, 1937. 


48 ONAN Plants 


W. Onan & Sons, 43 Royalston 
Ave., Minneapolis, Minn. 


Device: New streamlined, fully en- 


closed a. c. generating plants in 
sizes 350 to 1000 watts. 


Features: Plant may be served en- 


tirely from exhaust side, enabling 
installation in close quarters ; welded 
all steel generator with special 
cooling; ball type outboard bear- 
ings; vacuum crank case ventila- 
tion; wide range temperature; 
starting with thermal control; stand- 
ard accessories such as carburetor, 
ignition, gasoline pump same as on 
motor car engines; self-cranking 
model starts from auto type battery 
with remote control; special im- 
pulse dampener for portable jobs 
is also offered; may be used to 
operate portable radio transmitters ; 
X-ray, clinic and public address 
equipment.—Electrical Merchandis- 
ing, June, 1937. 


v 


49 G-E Water Coolers 


General Electric Co., Appliance & 
Mdse. Dept., Nela Park, Cleveland, 


Ohio 


Models: Three new water coolers for 


offices, retail stores, banks, etc. 


Description: Model BM-11 for cup 


service takes 24 or 5 gal. water 
bottle; portable, compact. 

Model RM-11 faucet type for con- 
nection to local water supply, same 
as BM-11 with flat top panel and 
water intake. 

Model RM-12 bubbler type same 
as RM-11 with a bubbler top with 
basin and plain front panel. 

All models cool a full 34 gal. per 
hr. from 80 to 50 degs.; 1 gal. re- 
serve storage capacity ; twin cylin- 
der refrigerating unit especially de- 
signed for water cooler service; Up- 
son fan; G-E capacitor motor; a.c. 
or d.c.; provision for remote con- 
nection : anchored water line con- 
nections; 14 in. square; Sudan 
bronze Glyptal enamel finish, china 
water receptacle.—Electrical Mer- 
chandising, June, 1937. 


50 BURGESS Headlight 
Burgess Battery Co., Freeport, IIl. 
Device: No. 109 headlight. 
Description: Fastens by strap around 


head, hat or cap; focuses to give 
any type beam; beam adjustable 
in any direction; sponge rubber pad 
protects wearer from metal parts: 
hook on head band hook holds cord 
away from face, permits it to run 
under coat to battery container 
which slips into coat pocket or may 
be clipped on belt. Uses 2, 4, or 
6 ordinary No. 2 Burgess Uni- Cel 
batteries, a No. 14 Mazda, 2.5 volt 
screw base lamp; 3-position switch 
on battery container—Electrica! 
Merchandising, June, 1937. 


51 WABASH Superflash Bulb 
Wabash Photolamp Corp., 335 Car- 


roll St., Brooklyn, N. Y. 


Device: Superflash photoflash lamp. 
Description: Unlike foil type, light 


producing medium is fine hydro- 
lanium wire whose exactly measured 
diameter predetermines _ timing 
characteristics of flash and whose 
exactly measured length predeter- 
mines intensity and volume of light 
so that identical results are secured 
with every flash; blue safety spot 
turns pink if air gets into bulb, 
gives 50 per cent more total illum- 
ination than foil type, the manufac- 
turer claims.—Electrical Merchan- 
dising, June, 1937. 


52 L-B AERO Fan 
Lydon-Bricher Mfg. Co., St. Paul, 


Minn. 


Description: Reversible base makes it 


possible to stand fan on level sur- 
face or hang on wall; propeller 
blade 8 in. diam.; folds up compactly 
for storage or packing in suitcase; 
available with a 6- or 2-volt motor 
for battery operation and with a 
110-volt a.c. motor. 


Price: $3.95.—Electrical Merchandis- 


ing, June, 1937 
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THIS MUCH MORE THE 


CROSLEY SHELVADOR 


extra usable space found in the patented, exclusive 
feature of the Crosley SHELVADOR Electric Re- 


i frigerator—the Shelves-in-the-Door. That’s why dealers and models . . . theres MORE!— MORE BEAUTY, MORE 
“sly buyers alike want the new 1937 Crosley SHELVADOR. ECONOMY, MORE CONVENIENCE, MORE ACCESSI- 
si A simple demonstration such as is shown above sells the BILITY. And topping an impressive list of selling features 
2 SHELVADOR right on the spot . . . for it gives conclusive. is the marvelous, money-saving Electrosaver — the Crosley 
. convincing evidence of the increased food storage capacity of Hermetic Unit that gives fast freezing, more ice, short running 
“i the Crosley SHELVADOR. time, low running cost. Line up with Crosley and the new 
SHELVADOR Line . . . sell the electric refrigerator that every- 
Sut that’s not all to be found in the new SHELVADOR one is buying. 


| THE CROSLEY RADIO CORPORATION - - CINCINNATI poweL crosLey, Jr, President 


| 7 Home of “‘the Nation’s Station’””—WLW—500,000 Watts—70 on your dial 
CROSLEY SHELVADOR. 


ELECTRIC REFRIGERATORS. 
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ARE HEADING YOUR WAY! 


OU 7] PAINTS 
EVERY PURPOSE 


~ 94 Advertisements in 10 National 
. Magazines Are Building Greater 
for Du P ont Finishes 


“ GLAD MY NEW 
REFRIGERATOR 
FINISHED WITH | 


and more than 3,000,000 
women say the same thing 
Pont Dulux 4 beautiful 
white as new snow If 


Evening cyuccessiul 


Post Fortune iness 
Lite Nation’s Bus 


REG. U. S&S. PAT. OFF. 
REG. U.S. PAT. OFF. 
- 
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IS YEAR, 94 advertisements to consumers SY Ss 
striking up the band for du Pont finishes 
More than one hundred and twenty-seven eee 
million selling messages. 

Many of these advertisements focus directly 
on your business. They tell why there are more 
than 3,000,000 refrigerators today finished with 
Du Pont DULUX. Why so many women get 
extra beauty, extra service, extra value from this 
beautiful finish. Why DULUX keeps its original 
sparkle so long. Why DULUX is so easy to clean. 

Other advertisements in this campaign re- x he 
mind readers of the extra beauty and value in Rios 
du Pont finishes for every purpose, with many 
a mention of DULUX as the modern refrig- Na ats 

Right now, you'll find DULUX an even 
greater sales help! Refrigerator prospects will be fig 
recognize its value when you tell them about it. Hae aan 
Play up DULUX in your selling! It will help 
you clinch many a sale. E. I. du Pont de Nemours 
& Co., Inc., Finishes Division, Wilmington, 
Delaware. 
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FREEING STUCK EXPANSION 
VALVES 


By J. H. Payson 


Continuous running of a refrigera- 
tor equipped with an expansion valve 

sometimes caused by the valve be- 
coming stuck open or closed. Usually 
when the valve is stuck open, the mo- 
tor becomes hot due to the increased 
work forced on it by continuous run- 
ning and also by the presence of liquid 
refrigerant in the “low” side of the 
system. 

he accompanying illustration is a 
view of an expansion valve used by 
Kelvinator but since all expansion 
valves are similar aid on all 
valves. 


will 


the aid of gauges, the compound gauge 
will give the correct indication. With 
a sulphur dioxide system the low side 
is from zero pounds gauge to six 
inches vacuum. For Methyl Chloride, 
the low side is from six to eleven 
pounds gauge pressure. A _ setting 
within this range will produce normal 
refrigeration, but the exact setting is 
found by trial. The setting which 
causes the least operation of the ma- 
chine for proper refrigeration should 
be used. 


If it is suspected that the valve is 
stuck, it may be tried without installing 
gauges. The large cap nut “A” is re- 
moved, and a screwdriver used on the 
exposed screw head “B”. First note 
the position of the slot with reference 
to some mark. If none exist, make a 
pencil mark in line with the end of e 
the slot, and also identify the slot end 
closest to the pencil mark. Then back AIR-PURGE SHORTCUT 
the screw out about three complete By D. D. Beasley 
turns. This will close the valve com- . 
pletely. Start the machine, but only When it is found necessary to 
allow it to run for short intervals at Purge air from a self-contained unit 
first, to avoid oil pumping by the com- using SO* as a refrigerant without 
pressor. permitting gas to escape into the cus- 

tomer’s kitchen try this one-operation 
shortcut: 


After stopping and starting a few 
times, allow the machine to run three ; 

Attach empty drum to service valve 
port on head of compressor, using 


to five minutes, then open the valve 
quickly (screw in two complete turns 
past the original setting). Make the 
change on the valve in such a manner 
that the turns may be counted (make 
a half turn at a time) so that the 
valve may be returned to its original 
setting. 

This operation of closing the valve, 
allowing the machine to run a few 
minutes with the valve closed, then 
opening the valve quickly, past its 
original position, may be repeated two 
or three times, after which the valve 
should be returned to its original set- 
ting. If the trouble was in the valve, 
this procedure usually overcomes the 
difficulty, and the machine will im- 
mediately start freezing. 

If it is desired to set the valve with 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


a 4-inch cross located between the 
port and the drum. Attach another 
line from the remaining cross outlets 
to service port on the low-side service 
valve located at compressor. Attach 
high-pressure gauge to remaining out- 
let of Note connections in 
accompanying diagram. 

Keep drum cooled if found neces- 
sary by small applications of liquid 
methyl chloride from a service drum. 
Shut off the unit. Allow it to re- 
main idle from eight to ten minutes 
and then front-seat high-side service 
valve enough to allow gas and air 
to enter drum. 

Restart unit and check head and 
back-pressure. Repeat operation as 
often as necessary until required head 
pressure is arrived at. Then back- 
seat service valve on high side and shut 
off drum, open low-side service valve 


cross. 


and empty service valves of remaining 
gas, using the vacuum created by the 
compressor as a means of removal. 


Close all valves to ports and remove 
equipment. 


We pay for all acceptable ideas. 
Address SERVICE EpiToR, Electrical Merchandising 


330 West 42nd St., New York City 


ey 


SECTION 


FLEXIBLE SERVICE LINE 


By D. B. Dunn 


Here is an inexpensive method of 
making up a flexible service line ior 
refrigerator charging and 
attachment: 

Secure some rubber-fabricated hos- 
ing such as is used in oxy-acetylene 
work, Cut it to desired lengths. 
Then cut two sections of 4-inch cop- 
per tubing about 4-inches long and 
flare one end of each section. 

Install one }-inch flare nut against 
flare on either end, cover copper tub- 
ing with a thin coat of iron glue and 
insert it in the rubber hosing.  In- 
stall hose clamps on each end and 
tighten. 

We have found that such lines 
will withstand up to 250 lbs. pressure 
and have used them for more than 
two years. Total cost is about 47 
cents each. 


gauce 


Rubber hose 


INTERCHANGEABLE 
COMPRESSOR SEALS 
By W. G. Christie 

The compressor seals used on most: 
Frigidaire and Kelvinator units with» 
j-inch shafts are interchangeable. 
The four-hole round head gasket used 
on Kelvinator Ukon’s can be used to» 
replace the compressor seal gaskets 
on Frigidaire models F, EF, E anc’ 
EE compressors. 

When using this gasket lightly tay 
it with a hammer aiter the seal has 
been bolted in place. This will cut 
away the excess gasket material and 
give a finished appearance. 

The head gasket on Kelvinator 
model J compressors can be used be- 
hind the shaft nut which is on the 
opposite side of the compressor from 
the shaft. Merely place the head 
vasket under the nut and pull up on 
the nut. When the nut is firmly in 
place, trim the gasket by tapping it 
lightly with a hammer. 


REFRIGERATION HINTS 
By J. Edward Bitz 


To prevent the overload coil from: 
tripping on new refrigerators using 
these, or when starting such units 
up after a long shut down period, 
throttle the suction valve and open 
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STREAMLINE 
YOUR SALES WITH THE 


KOOL-KLEEN 
Air Conditioner 


LOWEST PRICED complete room- 
cooling unit. Fan operates from light 
socket. No other connections. 


USING REAL Refrigeration — cools, 
dehumidifies, washes, refreshens the 
air. 


#150—Cools approximately 150-200 
sq. ft. floor space, list price $99.50 


#300—Cools approximately 200-300 
sq. ft. floor space, list price $125 


OPENS UP a vast new field for mass 
merchandising of air conditioners. 


Write for Discounts 


Kool-Kleen Air Conditioning Co. 


Newton, lowa 
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Especially designed interior of one of 
the Parker Pen Company's 
SCHELBRO fleet 


SPECIALISTS 


and the 
coaches exclu- 
sively, our Sales Engineers and Designers 
are specialists in “selling on wheels.” 
SCHELBRO coaches are used in over 
forty different lines of industry, . . . by 
manufacturers, wholesalers, and retailers. 


Pioneer coach-builders, 


makers of 


largest 
commercial 


As a result of the wealth of experience 
thus acquired, we are able to help you 
plan the best possible application of this 
modern method of selling to your busi- 
ness. 
Catalog and quotations gladly furnished 
request without obligation. 

SCHELM BROTHERS, INC. 


Peoria, Illinois 


AND HEATER 
ost 


DY 


slowly. Tripping is the result of 
heavy load caused by high suction 
pressure. 

When a unit is short of refrigerant 
the liquid line will generally be quite 
warm, indicating that sulphur dioxide 
gas is flowing through it instead of 


liquid. To further check for gas 
shortage crack the flare nut at the 
liquid line shut-off valve. If gas 


comes out it indicates that the unit 
is short of liquid. 

High head-pressure will be caused 
if the liquid is not properly cooled in 
the condenser. This results in in- 
efficient operation and increased cost. 
Trouble is frequently due to clogging 
of the condenser with dirt. It should 
be kept clean at all times. 


CLEARING FLOODED COILS 
By D. Torio 


Refrigerant may be removed from 
flooded type coils quickly by insert- 
ing a small electric toaster or grille, 
stripped of its doors and other neces- 
sary parts, in the ice-cube compart- 
ment. 

Particularly efficient in connection 
with Norge and Kelvinator units, such 
service “stoves” speed up boiling of 
the refrigerant and facilitate empty- 
ing of the boiler when it is found 
necessary to pump over a system to 
service the float, etc. 


CATALOGS JUST OUT 


CHICAGO APPLIANCE CO., 
812-14 North Wells St., Chicago— 
88-page, illustrated booklet picturing, 
describing and pricing (retail list and 
retail net) parts for vacuum cleaners, 
electric irons. Includes shop supplies 
and electrical specialties. 


MIDWEST APPLIANCE PARTS 


| CO., 2722 West Division St., Chicago 


—48-page illustrated listing of vacuum 
cleaner and washer parts. Dealer net 
prices only. Includes refrigerator 
belts. 


BECKER BROTHERS CARBON 
CO., 223 North Ashland Ave., Chi- 
cago—Catalog No. 45, 51 pages de- 
scribing brushes of all types, special 
lifting cups, standard shunt connec- 
tions. Clearly illustrated, this booklet 
also contains many useful suggestions 


| concerning the proper choice and ap- 


plication of brushes. List, also, carbon 
plates from which brushes may be 
made by the serviceman. 


MAKES and MODELS 


CROSLEY (Shelvador Refrig.)— 
Job runs in long cycles, coil only 
partially frosted . May be short 
of gas. Install low-side gauge, then 
add gas until suction line frosts about 
4-inch from evaporator when the ma- 
chine cuts out at 5-inches with the 
switch set in the number one position. 


FAIRBANKS-MORSE (Refriger- 
ator )—Unit refuses to start . . . Use 
a test light and check the service out 
let. If power is on check heater coil 
of overload circuit breaker by remov- 
ing connection on back of cold-con- 
trol and short circuiting the connec- 
tions. If this starts the unit replace 
the heater coil. If the coil is ok check 
wiring connections on the motor. If 
this does not show up trouble change 
the motor capacitor. Last resort is to 
change the entire motor. 

To remove and replace seal 
Pump down compressor to 20-inch 
vacuum and crack back to zero pres- 
sure. Close both suction and dis- 
charge valves. If seal is leaking do 
not pump down compressor because 
air will be drawn into system. After 
valves have been closed remove cap 
screw and washer holding flywheel 
on shaft. The thrust plug on opposite 
end of shaft may be used if {-inch 
cap screw is not available. Remove 
the cap screws and take off seal cover. 
Use a new seal gasket when ready to 
replace. 

Adding oil Install compound 
vauge in suction valve and close the 
receiver line. Pump down to 20-inch 
vacuum. After allowing machine to 
stand for about 5 minutes crack the 
liquid line valve to bring pressure to 
zero. If pressure will not come back 
to zero open the expansion valve 
enough to bring it to this point. Re- 
move the plug on the side of the 
compressor to check the oil level. Do 
not add oil if the level is at the top 
mark. If any is added, use just 
enough to reach the mark. The unit 
holds 16-ounces of oil at full charge. 

Unit won't start, overload cutout 
trips, compressor turns freely 
Check circuit-breaker by removing 
connection at rear of cold-control and 
short-circuiting the plug. If the 
motor starts and continues to run the 
trouble is indicated as in the circuit- 
breaker, which should be changed. 
Don’t confuse this trouble with low 
voltage because low voltage will also 
cause the motor to overload and trip 
the overload device. 


FRIGIDAIRE  (Refrigerators)— 
Compressor in Super 1235 continues 
to stick up due to lack of oil 
Check to see that customer is not 
using this job as a “wholesale ice- 
maker.” Many have been sold to 
beer-gardens and restaurants where 
a great number of cubes are used. 
Customer turns cold-control up to fast- 
freeze position and compressor oper- 
ates almost continuously at about 
10-inches of back-pressure. When 
machine operates at this point a great 
deal of oil is passed out of the com- 
pressor and the unit soon runs dry 
Advise the customer that the machine 
is being abused. 


Loud clicking in compressor of 
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used to point to 
your door 


MONEL 


* Monel is a registered trade-mark applied to an alloy containing approxi- 
mately two-thirds Nickel and one-third copper. This alloy is mined, 
smelted, refined, rolled and marketed solely by International Nickel. 
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N OW 


THERE 
ARE 


TWO 


To help your 1937 drive for all-electric kitchens, 
Whitehead advertising reaches 10,000,000 
readers in addition to Inco’s 10,000,000 


HECK up... you'll find at least two 

reasons why 1937 should be your big- 
gest year. Reason One: the ten-year-pent- 
up demand for new homes is now at its 
peak. Best estimates have it that 425,000 
new homes are being built this year. 

Reason Two: those new homes, and the 
million old ones that are being modern- 
ized, will use far more electrical equip- 
ment than did homes of 10 years ago. That 
is .. . if you do your part: 

Every maker of electrical equipment— 
General Electric, Westinghouse, Hotpoint 
and all the rest—are featuring complete 
electric kitchens. Making your customers 
kitchen minded. 

Complete kitchens—that’s been Monel’s* 
strong point for years. You know already 
that Monel work-tops make a fine range, 
a fine dishwasher, sell even more readily. 
Your customers already know Monel for 


the rust proof, accident proof metal it is. 
And in 1937: 

TWO complete advertising campaigns 
in national magazines spread the complete 
kitchen message where one did before. 
One by Inco, makers of Monel. One by 
Whitehead, makers of the Monel sinks for 
dishwashers and Monel tanks for your 
water heaters. 

Be sure you're set to tie-in with this 
effective selling urge . . . Monel can help 
you go the places you want to go in °37 
Ask your supplier for Monel on your 
ranges, dishwasher cabinets, heaters. Get 
full details on the extra profits open to 
you from selling kitchens COMPLETE 
with these items and cabinets too. Write 
to-day. Address: 


THE INTERNATIONAL NICKEL 
COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 
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For over Twenty Years 


The New we have given Royal 


Royal 
Super Grand 


“CONTINUED IMPROVEMENT 
IN MOTOR 
PERFORMANCE” 


J The 
Royal 


of 20 years ago 


**GIVE US, not just a good motor, but continued im- 
provement in motor performance.” That is what Royal 
Vacuum Cleaner engineers demanded of the Domestic 
Electric Company—now the Black & Decker Electric 
Company—back in 1915. 


Proof that this demand has been fulfilled is clearly given 
in three ways: 1. By the fact that The P. A. Geier Com- 
pany still uses Black & Decker Motors; 2. By the con- 
stantly improved performance of Royal Vacuum Cleaners; 
3. By the extraordinary freedom from service calls experi- 
enced by Royal dealers. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The co-operation of our engineers is at the disposal of 
manufacturers who may be interested in the application of 
universal motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
formerly 
SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 
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Model A . . Dime valve retaining 
| springs in pistons are probably weak, 
allowing them to open and close with- 
out the cushioning effect ordinarily 
| keeping valves quiet. Remove both 
| the compressor and the flapper valve 
Dime valves will then be ac- 

It is good policy to replace 
both valves and springs. 

Motor of Super 535 hums but will 
| not start . Slip off belts and try 
| fan to make sure motor bearings are 

not frozen. If shaft is free apply 
| power to motor and spin fan by hand. 
If motor picks up speed and continues 
to run at normal speed replace the 
capacitor on the side of the motor. 
This is best done by removing the 
motor from the cabinet before re- 
moving the capacitor box. 


| plates. 
cessible. 


GENERAL ELECTRIC (Refrig- 
| erators)—Monitor top job runs con- 
| tinuously but only part of coil frosts, 
| boiling noise heard inside coil 

| Probably indicates that unit is short 
of brine. Remove plug in back of 
| evaporator and check brine level. If 
| level is low check for brine leaks in 
coil and then refill tank. Note applies 
/to commercial installations, of course. 
| Models CM-32, 33, 34 float valve 
| stuck closed Reason for this 
| trouble, generally, includes corrosion, 
mechanical bindings, plugged orifice 
land float bulb filling with liquid. 
Head pressure will be normal and 
back pressure low. To remedy, bump 
float valve with rubber mallet. If this 
does not correct trouble pump down 
the compressor and change the float 
valve. The same thing applies to float 
valves stuck open except that high 
back pressure and low head pressure 
will be experienced. 

Loud boiling and gurgling noise, 
occurring during running period and 
continuing after machine is shut off 
... Liquid refrigerant in wrong 
place. Caused by over-charge of re- 
frigerant, stuck-closed float valve or 
non-condensable gas. 


KELVINATOR (Refrigerators)— 
Ukon low-side float system job runs 
in long cycles, top of coil covered 
with frost, bottom tubes bare, com- 
pressor noisy . . . Coil is oil-logged. 
Close liquid line valve at receiver and 
start machine. Heat lower tubes with 
torch. Banging noise inside coil will 
indicate oil breaking through liquid 
refrigerant, Continue heating for 
about 10-minutes, taking care not to 
heat tubes near soldered connections. 
| Then open liquid line valve at receiver. 
Liquid refrigerant rushing into coil 
will flush liberated oil back to com- 
pressor. 

Ice-cream compressor equipped with 
'd.c. Emerson motors continuously 
blowing fuses, big flash occurring in- 
| side motor each time current is turned 
on . . . Remove brush hand hole 
covers and examine brush holder. 
If blackened remove motor end bell 
and scrape burned carbon off brush- 
holder. Carbon dust from brushes 
settles on brush-holder and forms con- 
ducting path between brush and 
ground, short-circuiting the 
power supply line. 


MAJESTIC (Refrigerator )—Sealed 
unit models run but operate for too- 
long periods at a time, ice freezing 
slowly . . . Remove condenser shroud 


and thoroughly clean refrigerator’s 


vacuum-cleaner. Dust blocks con- 
denser and prevents elimination of 
heat. Advise customer to have jo) 
serviced at least once a year. 


NORGE  (Refrigerators)—Testing 
1930, 31 and 32 needle valve assemblies 
. Remove hex plug from fixture 


body and screw needle valve firmly 


in place. Replace hexagon plug and 
gasket, place weight on needle 


shoulder and fill the fixture body with 
compressor oil. Turn on the air, 
using about 75 lbs. of pressure. A 
leak allowing a few bubbles per 
minute will not aftect the operation of 
the unit. If needle valve leaks badly 
shut off air, remove weight and tap 
end of needle slightly. This usually 
will stop the leak but it’s best to re- 
test before assembling. 

Job runs continuously, little re frig- 
eration . . Check for leaking float 
valve. If suction line frosts back to 
compressor replace the float. 

Short off-cycle Replace suc- 
tion check valve. On this job, when 
compressor stops the head and crank- 
case pressures balance immediately. 
The check valve is used to prevent hot 
gas in the crankcase from going back 
into the suction line to the freezer. 
When check valve leaks hot gas gets 
back to freezer, causing its tempera- 
ture to rise quickly and thus make the 
machine start up again soon after it 
has stopped. 

Runs continuously, no refrigeration, 
oil-leak on floor . . . Check at com- 
pressor seal. Compressor may be 
short of oil and won’t pump. Replace 
or repair seal then recharge unit with 
oil. 

* 


110 TO 220 
By Joseph Taormina 


In my territory there are many re- 
quests for changeover of small appli- 
ances from 110 to 220 volts. This 
is done quite simply when such ap- 
pliances happen to be waffle-irons or 
sandwich toasters as most of these 
have two separate coil resistance units. 

For 110 volts the two coils are con- 
nected in parallel, as illustrated, and 
for 220 they are connected in series. 

Unit constryction varies, of course, 
and equipment should be examined 
carefully before such changeovers are 
attempted. 
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Appliance Sales 


CONTINUED FROM PG. 7 


WATER HEATERS 


Increases of 80.8% for March and 
43.6% for April, compared with similar 
months of 1936, were reported by NEMA 
for sales of household electrically-oper- 
ated water heaters, of the storage tank 
type. Following are NEMA records 
cov. ring sales of 11 manufacturers in 
1037 compared with 10 in 1936: 


12,973 units, valued at 
$614,418 

tie, 9,035 units, valued at 
$417 674 

MAR. 1937...... 11,861 units, valued at 
$548,931 

Mar. 1936...... 6,559 units, valued at 
$303,503 

4 MOS. 1937..... 33,884 units, valued at 
$1,573,996 

4 Mos. 1936..... 22,340 units, valued at 
$1,031,297 

STOKERS 


Based on figures supplied to the De- 
partment of Commerce *by 108 identical 
manufacturers, whose output accounts for 
approximately 95% of the total industry 
production, sales of residential mechanical 
stokers (class 1) are reported to be 
54.4% higher in the first four months 
of 1937 than in the corresponding period 
of 1936. Small apartment house stokers 
(class 2) are up 50.6%, while the larger 
apartment house or small commercial 
jobs are down 9.5% for the same months. 


Class 1 Class 2 Class 3 


APR. wG7...... 5,359 307 202 
Apr. 1936...... 3,006 130 174 
MAR. 1937...... 4,923 236 167 
Mar. 1936...... 2473 138 179 
2,694 199 228 
Feb. 1936...... 2,442 167 238 
2,516 198 185 
Jan. 1956....... 2114 189 273 
4 MOS. 1937..... 15,492 940 782 
¢ Mos. 1936..... 10,035 624 864 


OIL BURNERS 


The upward swing of household me- 
chanical draft oil burners continued 
throughout April, when the unit volume 
passed April 1936 by 47.2%, and brought 
the four months’ total up 43.3% beyond 
comparable sales of last year, Following 
are records of 1937 oil burner shipments 
compiled by the Department of Com- 
merce from 178 identical manufacturers, 
whose production amounts to approxi- 
mately 86% of the industry: 


11,467 oil burners 
7788 oil burners 
11,021 oil burners 
6883 oil burners 
6,870 oil burners 
5,515 oil burners 
6,000 oil burners 
Jan. 1936 


Lee 5,511 oil burners 
4 MOS. 1937......... 36,958 oil burners 
4 Mos. 1936......... 25,797 oil burners 


Saturation, January 1937—1,181,604 
homes, or 5.4% of total wired homes. 


RESIDENTIAL BUILDING 


According to F. W. Dodge reports, 
residential building contracts awarded in 
37 states were valued at $339,799,400 for 
the combined months of January to April 
1937, increasing by 77.92% and 199.54% 
the comparable permits of 1936 and 1935. 
The chart above indicates the monthly 
progress of residential building activities 
throughout the areas for which Dodge 
compiles reports. 

Further indications of the rise in resi- 
dential building come from bulletins of 
the Federal Home Loan Bank, reporting 
for cities of 10,000 population and over. 
According to these reports, permits for 
residential building granted during the 
three months of January, February and 
March 1937 covered 45,154 houses having 
a total value of $175,459,900—an advance 
of 85.16% in units and 72.96% in dollar 
value over the same period of 1936. 


a man build... a better mouse-trap (or 
refrigerator)... the world will make a beaten 
path to his door.’’ —ELBERT HUBBARD 


HE TRUTH of this proverb is again being 

demonstrated—America is now buying the 
new General Electric Triple-Thrift Refriger- 
ators at the record-breaking rate of more 
than one-a-minute. 


Start « Parade of Profits ! 


Every refrigerator buyer is a preferred prospect 
for other electrical appliances and the G-E dealer 
has a complete line. He can offer everything from 
an electric clock to a complete electric kitchen 
or laundry and enjoys a profitable business the 
year ‘round. Backed by traditional quality the 
famous G-E monogram is the greatest asset in 
electrical appliance merchandising. General 
Electric Company, Specialty Appliance Depart- 
ment, Section DAG, Nela Park, Cleveland, Ohio. 


Refrigerators, Ranges, Dishwashers, Garbage Disposalls, Com- 
plete Electric Sinks, Unit Kitchens, Washing Machines, lroners, 
Vacuum Cleaners, Radios. Also Water Coolers, Beverage Cool- 
ers and Commercial Refrigeration equipment for every purpose. 


GENERAL € 
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The Refrigerator with 
OIL COOLING 


This advanced feature of 
the General Electric sealed- 
in-steel Thrift Unit means 
Quieter Operation, More 
Cold with Less Current 
and Enduring Economy. 
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UNDISPLAYED RATE 


$1.00 per line per insertion. Minimum charge $4.00. (First 
line in small black face type.) Fractions of a line count as a 
line. Discount of 100, if full payment is made in advance for 
4 consecutive insertions of undisplayed ads. 


Advertising forms close on the 25th of each month 
for the next month's issue. If proof is to be sub- 
mitted, copy and instructions should be in New York 
at least 5 days prior to closing. 


PARTS—ACCESSORIES 


SERVICES 


DISPLAYED RATE 


1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 
per in.; 12 inches—$10.50 per in. (An advertising inch 
is measured vertically on one column.) There are 4 
columns—48 inches to a page. 


ISSUE CLOSES 


Get this NEW 
BARGAIN CATALOG 


From Crispers to Highsides, 
from Accessories to Air Con- 
ditioning, equipment 
from Artificial Food 
for displaying refriger- 
ators to Refrigerated 
Display Cases for Dis- 
playing food. Every- 
thing in refrigeration 
accessories, equipment 
tools and supplies. The 
most complete line in 


COMPANY 


Handle your refrigerators, 

ranges, radios, kitchen cabi- nose ‘ 

nets with ORANGEVILLE Newly rubber upholstered 
Made in  con- 


fully rubber upholstered 
trucks. 


The only truck with tails and prices. 


ORANGEVILLE MFG. CO. Orangeville (Columbia Co.) Penna. 


patented quick change ratchet 


venient sizes. Write for de- 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


the world. 
PARTS-SUPPLIES-TOOLS WW 
for REFRIGERATION-AIR CONDITIONING 
Complete Stock—Quick Service — 


NEW 1937 CATALOG 
JUST OFF THE PRESS 
Write Today for Your Copy 
AIRO SUPPLY co. 2732 N. Ashland Ave., CHICAGO 


17 West 60th Street, NEW YORK 


yoS 


pt 


UNDISPLAYED 


15 Cents a Worp. Minimem CHarce $3.00 

Positions Wanted (full or part time salaried 
employment only) % the above rates 
payable in advance. 

Bor Numbers—Care of publication New 
York, Chicago or San Francisco offices 
count as 10 words. 

Discount of 10% if full payment is made 
in advance for 4 consecutive insertions. 


SEARCHLIGHT SECTION 


(Classified Advertising) 


evecorment “OPPORTUNITIES” susiness 


—— RATES 


: MERCHANDISE 


DISPLAYED 


Individual Spaces with border rules for 
prominent display of advertisements. 

2 or 3 inches........-.- 

4 to T 

8 to 11 inches........ 

An advertising inch is measured vertically 
on a column—4 columns—48 inches to a 
page Contract rates on request. 


| 7.80 per inch 


If You Need Men Trained in 
Air Conditioning and 
Refrigeration— 


@ call on this FREE Placement Bureau. 
Among the graduates of this school we have 
trained and competent shop mechanics, and 
efficient installation and service men available 
in almost every locality Many already have 
practical working experience 

@ Save time, trouble and money by patronizing 
this service, when adding to your force or 
making a replacement No charge to you or 
to prospective employee. Write, ‘phone or wire 
for quick, courteous, efficient service. 


Placement Division 
Utilities Engineering Institute 
17 W. 60th St. 


404 N. Wells St. 
Chicago, Illinois New York, N. Y. 


FREE 
CATALOG 


94 pages of use- 
ful information 
for dealers, re- 
pair men, ser- 


VACUUM CLEANER PARTS 


Repairing! Rebuilding! Make Money 
All Work Guaranteed! Selling Re-New 
Quick Service! Sweepers! ment Depa rtment. 


4 
RE-NEW SWEEPER CO. 
9593 Grond River Ave. Wo, 
Detroit, Mich 


VACUUM CLEANER ARMATURES 
Rewound Exchange Price $1.00 
All types of small Armatures rewound at reason 
able prices. Finest Workmanshiy Prompt Service 
Send for Vacuum Cleaner Parts Catalog 
NATIONAL VACUUM CLEANER 
SUPPLY CO. 
27 E. 14th St.. New York City 


(POSITION VACANT) 
EXCEPTIONAL OPPORTUNITY 


A great manufacturing company whose name is 
known to millions seeks the services of an outstanding 
Sales Manager to head up a Home Laundry Equip- 
Must have exceptional ability, 
and know thoroughly all phases of Washing Machine 
and Ironer Merchandising. 
ticulars of your background in first letter. 

tion given will be held in strict confidence. 


SW 487 Electrical Merchandising, 
330 W. 42nd St., New York City. 


Write, giving full par- 
Informa- 


ARMATURE 
REWINDING 


Motor Repair—All Types 
We stock vacuum cleaner parts 
Write for prices and Catalog 
WILLMAN ELECTRIC CO. 

12506 Dexter, Detroit, Mich. 


Copy for the July Issue 
required by June 30th 
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POSITION WANTED 


SALES EXECUTIVE—Experienced electrical 

appliances man, married, age 37, now em- 
ployed, wants to make change. Fifteen years’ 
experience sales promotional work on major 
electrical appliance, wholesale and retail, in- 
cluding approximately eight years owner 
and managing director of chain of appliance 
stores in Chicago territory. Have ability to 
secure, train, and supervise salesmen. Will 
consider branch management, or district 
managership in Chicago or central states 
territory. Small salary and bonus arrange- 
ment to start. Can furnish the best of refer- 
ences as to sales ability and personal habits. 
PW-486, Electrical Merchandising, 520 No. 
Michigan Ave., Chicago, Ill 


Progressive, well-known manufacturer of 

quality line of household electrical ap- 
pliances, desires ambitious salesmen for var- 
ious territories, with selling experience 
through hardware, electrical, jewelry. drug. 
automotive jobbers, as well as department 
stores and utilities. Excellent money-making 
opportunity and future for right men. Must 
be under forty, good conversationalist; must 
have brilliant personality, clean cut appear- 
ance Must be willing to travel and not 
afraid of good, hard work. Excellent com- 
pensation based on salary with annual bonus 
arrangement. Reply by letter, giving ful! 
details of experience, and enclose recent 
photograph. Information will be held con- 
fidential. SW-485, Electrical Merchandising, 
330 West 42nd Street, New York City. 


REPRESENTATIVE AVAILABLE 


SALES REPRESENTATIVE with excellen' 
connections, electrical, hardware, an: 
other jobbing outlets using electrical app! 
ances, is open for a few lines in Metropo 
tan, New York or Eastern Territory Has 
office and limited stock space. The Harris 
Co., 144-21 Jamaica Avenue, Jamaica, N. Y. 
MERCHANDISE OPPORTUNITY 


Refrigerators 


GENERAL MOTORS FRIGIDAIRES. Priced 

for quick sale. 350 repossessed and used 
family size. $25 each F.O.B. Opportunity to 
stock up now. All in good mechanical con- 
dition. Electric Company’s Outlet, 2701 W. 
North Ave., Chicago 


MENTION OF 
ELECTRICAL MERCHANDISING 
will be appreciated by the 
advertisers and the publishers 
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Selling Sunlamps 
in the Sun 


JUNE, 1937 
Airo Supply Co sao LTHOUGH it might appear that 
Alter Co., Inc., Harry. . es a district famous as a health 
American Weekly. ..---------- 3 resort was a poor place in which to 
Apex Rotarex Corp... Second Cover sell sun lamps, the Whitney Electric =. 
Automatic Washer Co......... 17 Company of Colorado Springs, C ol- 
Black & Decker Electric Co..... 68 orado, has found that it is possible 
Bri & Stratton Corp........ 10 to do a very good business in this 
| ngs field in the very sunniest of seasons. \ 
Centroid, Inc... --- The business started on a rental | 
; Combustioneer Division, Steel basis and the company still has a 
: Products Engr. Co.......... 26 steady call from visitors from out of 
Be: Crosley Radio Corp........... 63 town who are glad to pay from $4 | 
f Delco Frigidaire Conditioning to $6 per month for the use of a sun : ‘he R& 
i Div. General Motors Sales lamp. The first payment, of course, | line for 1937 is just 
Gem. is asked in advance. Prompt follow- about the array 
Seleemen.... up after the first month frequently A fine fans the 
; converts this rental into a down pay- American people. Fans new in the beauty of 
See Ss I =. ment. Even those whose stay is only | modern design: fans new in the efficiency of advanced t 


Dry-Zero Corp.............. 
du Pont de Nemours & Co., E. |. 64 
Frigidaire Division, General Mo- 

tors Sales Corp.......Back Cover 
General Electric 

ee 30, 35, 47, 69 
General Household Utilities Co. 57 
Goodyear Tire & Rubber Co... 50 


now, before the heat wave, so your best customers 
Hamilton Beach Co........... 72 arket : 
——— | Lom marke ‘ for sun lamps, yor? Mrs. | won't have to put up with cheap merchandise as so 
Horton Mfg. Co...... 73 | Vhitney , who is associated with her | many did last year. The new R & M fan catalog rm 
Hoskins Mfg. Co. 39 || husband in the company,—on the con- waiting for your request. . . . Robbins & Myers, 


1.E.S. Better Sight Lamp Makers 16 
Inland Mfg. Co., Div. General 


temporary often may be persuaded 
that there is an attractive saving to 


be made by purchasing the lamp. They | 


may either take the lamp home with 
them at the close of their visit, or 
dispose of it to local friends. Doc- 
tors also make good customers, fre- 
quently sending in patients or com- 
ing in themselves to place the order. 

Sunny climate does not make a 


trary, it develops a “sun conscious- 
ness” which lays an excellent founda- 


engineering; fans new in their sales possibilities for 
alert merchants! 

R & M fans are made in a vast range of sizes, types, 
and prices—for offices and homes, for factories and ul 
stores, for the largest living room or the smallest SS 
study. De Luxe, Standard, and Junior models com- 
prise the regular fan line; in addition there are new, 
improved R & M Air Circulators, sensational in 
efficiency. 

Investigate this great line. Stock up with good fans 


Springfield, Ohio; Brantford, Ontario. 


| tion for selling a form of sunlight 
Motors Sales 52 | which can be applied in the privacy 0 | N M YE 
International Nickel Co........ 67 of one’s rooms and without fear of a 
Kool-Kleen Air Conditioning Co. 66 | fickle weather man. Who knows, 
sol Lovell Mfg. Co... .Inside Beck Cover | | Newcastle may have been a very | 


good market for coals. 


Michigan Bumper Co.......... 46 
| 
jor Motoshaver, Inc ............ 56 . 
National Vacuum Cleaner Supply Truck Sell Py ofitable e 
nce 
to O gratifying have been the returns | D Y R I al ? 
rict New York Housewares Mfrs. Sick “truck selling” of electrical | oO ou eco nize IS - 
73 appliances, that one of the salesmen | 
— Ohio Foundry & Mfg. Co 51 of the Boyle Furniture Company of | 
No. Orangeville Mfg. Co 70 Salt Lake City recently bought his | Still another outstand- 
| own truck to be used in selling ap- | ing electric appliance 
oo ante © ervices.... 70 | pliances. The system is to load up | using “TOPHET’—the 
— Penn Electric Switch Co.. 45 | with equipment—ranges, _ refrigera- “Top Heat” nickel- 
ap- Pioneer Gen-E-Motor Corp. 73 | tors, washers and ironers and to keep chrome wire. 
nce Porcelain Enamel lncittete 36 || on going through the rural districts | 
vent Yo | until the entire load is gone. Usually | 
“a cuum Cleaner Co........ 23. || the trip is a three day affair. Last | 
nust | year one such truck, during 15 days 
of the harvest season, brought in a 
— Re-New Sweeper Co.......... 70 | record of $3,500 in sales. | 
= Robbins & Myers, Inc ee 
a Rutenber Electric Co. panes. Se Of course you do! It's the famous 
a Schelm Bros. Co . 66 Free Electricity Dividend | 
— Steward Warner Corp. HE which | 
é so successfully helped to increase 
re Sunlight Electrical Division, Gen- appliance sales during the post-Christ- | Electric Coffee-Vac. The engineers of Na- 
Has eral Motors Corp...... . 49 mas period in the Santa Cruz, Cali- | tional Stamping & Electric Works wanted 
n'y. Swartzbaugh Mfg. Co. ” 24 fornia, district was this year con- | the best alloy for their heating elements. 
—¥ Utilities Engineering Institute... 70 tinued by the Coast Counties Gas and | After exhaustive tests, they selected 
= : good in payment on the purchase of | 
ty to Wagner Electric Corp......... 72 electrical equipment, the check this | 
1 Ww Warren Telechron Co , . 48 year was to provide free electricity for | A product of 
nae Whiting Corp....... seers oe, See all use above a previous month’s bill. | 
Wiegand Co., Edwin L........ 27 his offer, which extended from Jan. | WILBUR B. DRIVER CO. 
Williams Oil-O-Maetic Heatin 26 to Feb. 26, was widely used by 
NG “i 9 - dealers in selling equipment, who were NEWARK, NEW JERSEY 
wes able to offer one month’s free use | 
purchase. 
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Wagner 


mall Motors 


Evectrical dealers and 
contractors can profit by han- 
dling a well-known, dependable 
and complete line of both frac- 
tional- and integral-horsepower 
motors. 


Wagner motors are well-known 
to both industry and the 
home. Millions of homes have 
Wagner motored refrigerators, 
oil burners, coal stokers and 
other appliances giving satis- 
factory service to their owners. 
Wagner motors have long been 
faithfully driving thousands of 
different applications in indus- 
try. The name ‘‘Wagner”’ has 
therefore developed wide 
customer acceptance. This 
means a lot to you—it means 
that it will require less sales 
effort on your part to sell and 
recommend Wagner motors. 


In addition, whenever you 
recommend Wagner motors to 
your customers, you can give 
them an absolute assurance 
that they are guaranteed and 
will give satisfactory service 
and trouble-free operation. 


Send for catalog and secure full 
information about Wagner Motors 


MM237-1AA 


Motors 
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| Taking the Mystery Out 
of Water Heaters 


CONTINUED FROM PAGE 
| Another element of mystery has 
been removed with the simple adoption 
of a thermostat as a protection against 
damage from hard water. For the 
water in Salt Lake City and its en- 
| virons, though excellent, is hard. As, 
indeed, water is hard in a large por- 


Anyone travelling through the country 
and noting how many regions are fa- 
mous for their caves, will appreciate 


dissolved away into the ground waters, 
appearing eventually as caked deposits 
in cooking kettles, in order to make 
| these hollows. And the problem of 
| the filling up of water tanks, rapidly 
decreasing efficiency and burnouts was 
| a serious one in Salt Lake. At one 

time the power company seriously con- 
sidered sending out men at regular six 
month intervals to clean out all water 
heater tanks. 
confined to electrical heaters, of course, 
but the electrical industry seemed to be 
the one most worried by it. 

So they began studying the causes 
for precipitation of lime. And they 
the chemical composi- 


found that with tl 


how much limestone must have been | 


tion of the United States elsewhere. | 


This problem was not | 


tion of the water with which they had | 


was made until the 
water reached a temperature of about 


to deal, no deposit 


180 deg.; then precipit ition took place 
rapidly. The answer was too simple 
to be believed. But it was true. They 

simply to place a thermostat 


nee led 
on the tanks which prevented the water 
trom bec: ming hotter than 160 deg. 
and the pre 


Tanks now remain clean for an in- 


was completely solved. 


definite period. 
had been in use for eight years was 
opened and examined. There was not 
i trace of deposit inside. 

The simple standard water heater 
now available at reasonable cost, on 
the other hand, is an easily merchan- 
dised appliance, and dealers are enter- 
ing more and more into its sale. The 
recent campaign in water heaters 
staged by the Utah Power & Light 
Company included dealers definitely 
in the sales program. Two offers were 
made, one of a $7.50 commission for 
prospects sent in by dealers which 
resulted in later sales, and the other 
an offer of complete installation at 
a flat charge of $5 to the dealer. Any 
qualified plumbing and wiring con- 
tractor turning in a prospect was 
given the job of installation. Or on 
his own sale, he might make the in- 

| stallation himself, billing all but $5 
of the cost to the power company 
| The result was a most satisfactory 
| volume of sales through dealer chan- 
| 


Recently one which 


nels. 

Last year the company took the last 
step in eliminating mystery from elec- 
trical water heating, by offering water 
heaters on a 60-day free trial basis. 
If the customer didn’t like it at the 
end of two months, the heater was re- 
moved free of charge and deposits 
refunded. Risky? It sounds like it, 
but it wasn’t, for there simply weren't 
any reverts to be removed. During 
the first six months of 
heaters were sold on which this offer 
was made. 
been returned! 


| 
| 


BIGGER 
a PROFITS 


Marion 


MARION 
Model 442AM 


@ The exceedingly attractive prices of 
Marion ranges become a doubly strong sales 
factor when the quality is analyzed and 
compared, feature for feature. With a few 
basic models and extreme flexibility of ac- 
cessories and equipment, the Marion line 
meets every sales opportunity with minimum 
stock investment. The liberal Marion pol- 
icy protects distributor and dealer profits. 
Write now for details of the Marion fran- 
& chise—there’s no obligation to you. 


RUTENBER ELECTRIC COMPANY 


MARION, INDIANA 


MARION 
Model 442AMC 


MANUFACTURERS OF ELECTRIC RANGES Comlinsossdly FOR 25 YEARS 


FEATURES MAKE THE SALE— 
YOU MAKE THE PROFIT 


It's the many extra convenience features of the Hamilton Beach Food 
Mixer that make it so popular with dealer and consumer alike. For the 
dealer they provide highly effective selling points that keep sales clicking. 
For the consumer they mean the highest standard in food mixer performance. 


| Homemakers everywhere know about these exclusive Hamilton Beach features. 


Has All These Features 


| Portable Mixing Unit 
| Single Control Switch 


| Bowl Control For Thorough Mixing 


Radio Interference 


Labor-Saving Attachments 
1936, 500 | 


And not one of them has | 


Into their homes, consistently, go millions of advertisements through a tested 
group of leading national magazines. 


Enjoy the extra profits that come with these extra sales pulling features. And 
protect these profits with the Hamilton Beach Wholesaler-Retailer distribution 
policy. Order from your Jobber's salesman. Write us direct for a complete 
array of sales stimulating dealer helps. They're FREE. 


HAMILTON BEACH CO., Division Scovill Mfg. Co., RACINE, WIS. 


Only 
HAMILTON BEACH 


Any Speed Desired 
Steady, Full Power at All Speeds 


One-hand Operation 


Double Guarded Beaters in One Unit 


AMILTON BEACH 


FOOD MIXER 
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ATTENTIO 


BUYERS! 


THE NEW YORK HOUSEWARES SHOW 


AMERICA'S FOREMOST TRADE-MARKET 
NEARLY 500 EXHIBIT ROOMS 
Housewares 
Electrical Appliances 
China—Glass 


Assembled in one place for your con- 


venience and profit. View and inspect 


appliance on the market. Don't miss it. 


NEW YORK HOUSEWARES MANUFACTURERS ASS’N 
108 A Hotel Prownsyl YORK 


* GAS-o -O-LECTRIC POWER PLANTS 


Sensational 
Development! 


_commarion Two Plantsin One 


¥. The new all purpose RED TOP combination A. C. and 
D. C. light and power plant provides both 110-V., A. C. 
300 watts for lighting, household appliances, small "electric 
tools, and up to 325 watts D. C. for charging 6, 12, and 
32-V. batteries. The only practical “2-in-1” gas electric 
plant for farm, home, trailer, boat, etc. Prices from $98.50 
Chicago. Push button starter. 


FOR D. C. ONLY 


RED TOP Gas-O-Lectric Power Plants, for charging 
6 or 12 volt batteries, 175 watts available at $54.50 
and $57.95 list. Portable. Efficient. Push button 
starter. Also other plants from 100 to 2000 watts 


Send for dealer discounts and complete literature. 


PIONEER GEN-E-MOTOR CORPORATION 


Manufacturer of "PINCO” Products 
Dept. No. E-IF 


466 W. Superior Street ; 
Chicago, Ill. 


APIONEER GEN-E-MOTOR PRODUCT x 
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HOTEL PENNSYLVANIA, NEW YORK. 


SUNDAY TO SATURDAY 


JULY 11-17 


every type of houseware and electrical 


| Paying Light 
} 
| Bill 
| 
MAGINE 109 electric refrigerators 
sold in one months’ time by one 
firm in a city of only a little over 
100,000 population! That is the re- 
markable record set during the month 
| pany at Fort Wayne, Indiana, through 
| a simple promotion stunt—the offer 
to pay six months’ utility bill for the 
refrigerator buyer. This was taken 


tion from the purchase price of the 
box. This record is all the more 
remarkable when it is remembered 
that this total represents more refrig- 
erator sales than were completed by 
all the other dealers in the same city 
| for the same period. 

| A contributing factor in this splen- 
did showing was the firm’s attractive 
exhibit at the Modern Home Show 
held in Fort Wayne during that 
month. A total of 4,312 persons reg- 
istered at the firm’s exhibit, while it 


is estimated that another 11,000 per- | 


sons viewed the display of Leonard 
refrigerators. 

Incidentally, the month of March 
was the first full month in which the 
Shank Company operated in its new 
and large location. Occupying an ad- 
vantageous site just out of the high | 
rent district, at the juncture of two 
important traffic arteries, the new 
Shank location is by far the largest 
appliance store in the city. 


electric 


Beauly 


IRONERS 


@ Horton presents the greatest 
|  sales-winning team of home laun- 
| dry appliances in the industry. 
| Strikingly modern lines, impor- 

tant exclusive features, a complete 
price range, backed by an adver- 
tising campaign in 17 important 
magazines! Ask your distributor 
for details or write now. 


HORTON MANUFACTURING CO. 
602 OSAGE ST., FORT WAYNE, IND. 


HORTON WASHERS — IRONERS, 


SINCE 1871 


of March by the H. B. Shank Com- | 


care of in the form of a cash credit 
of 75¢ per month, or a $4.50 deduc- 


| 
| 
| 


VICTOR 


FLOOR, 
CEILING AND 
SHELF MODELS 


Fetter cooune 
LOWER 


ASH in on the big demand for these 
modern, super-powerful circulators that 
replace many scattered installations of small 
fans. The high velocity, long distance, hori- 
zontal air stream at a height of 8 ft. from the 
floor keeps all the air in constant motion — 
without drafts or blasts. Powered by extra- 


heavy duty motors 
and equipped with 
new-type, quiet 
blades. 


A COMPLETE 


LINE 
All Sizes... 
. +. All Types 


There's a Victor Fan 
model for every 
cooling need —and 
every one a mechan- 
ical masterpiece with 
many exclusive con- 
venience features. 
Desk and overhead 
types; 8, 10, 12 and 
16 inch sizes; station- 
ary and oscillating. 
Every Victor circu- 
lating fan guaranteed 
5 full years. 


Ask Your 
Jobber 


“BREEZE-SPREADER” 
DESK AND WALL FANS 
No drafts—no blasts, 
and therefore no sum- 
mer colds from these 
amazing fans equipped 
with patented “Breeze- 


Spreader.” Satisfying 
heat relief with safety. 


VICTOR OVER MEAD FOR 
COMMERCIAL COOLING 


GET THIS FREE CATALOG! 


Victor's dealer proposition is 

definitely diflerent— more profit- 

able—actually takes you out of 

price competition and gives you an 

extra big profit margin. Write for 

complete catalog showing entire 
NOW! 


VICTOR ELECTRIC PRODUCTS, INC. 


777 Reading Road 


Cincinnati, Ohio 


| MAKERS OF VICTOR VENTILATING FANS 
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LETTERS 


A Gilchrist Range in 1909 


lo the Editor :— 

[he story in the February issue ot 
Electrical Merchandising under the 
heading, “What a Dealer Has ¢ 2 Right 
to Expect From His Local Utilit y, 
carries the following statement 

‘This question has popped up so 
often that Electrical Merchandising 
asked the question of Vice-Presi 
dent Charles E Michel of the 
Union Electric Light and Power 

Company, St. Louts The first 

merchandising man in the world to 

buy an electric range, dean of util- 

ity merchandising men, Charlie Mi- 

chel is able to reach back in the 

maw of history for almost anything 
he wants.” 

There is nothing there, you will 
note, referring to Hot Point ranges, 
or in fact any qualification. 

It naturally aroused my _ interest 
for two reasons. First, I had been 
a merchandising man in the electrical 
industry since 1894, and also in the 
fall of 1908 I built a summer place 
at Flossmoor, Illinois, which I began 
occupying in June, 1909, and as there 
was no gas available and as I was 
greatly interested in the merchandis 
ing of electrical 
naturally installed an electric 
made at that time by the 
Electric ( 


tric range 


appliances. very 
range, 
General 
ympany, and called an elec 
The ranges of those days were made 
of wood, with marble tops similar to 
those which our parents used on the 
bureaus and dressing cases of those 
days. However, in outline it was a 
very good replica of a modern range 
separate piece of 
ipparatus which sat on a little stand- 
ard to one side of the range. The 
cooking devices were separate uten 
sils, frying pans, broilers, coffee pots, 
toasters and what not 

I lived in the country about four 
months each year at that time and 
-ontinued to use that range with satis- 


The oven was a 


ction for several years until high 
Fl 

switched to 
gas, as it was a little more 


pressure gas came through 
moor, at which time we 
reliable 
(we having had a few experiences 
with devastating thunder storms just 
about dinner time) and also because 
the servants who used gas in the city 
ibout eight months in the year pre- 
ferred gas. 

Notwithstanding this, I doubt very 
much whether 1909 was the date of 
the first merchandising man 
country using an electric 


in the 
range. | 
think if you carry your investigation 
to Schenectady and to some of the 
places like Hartford, Detroit and 
Cleveland, where there were pioneers 
in so many things, you probably will 
find an appliance man who used an 
electric range as early as 1901 or 
1902. 

I very well remember the Edison 
Association meeting at Mount Wash- 
ington Hotel in New Hampshire, in 
September of 1902 when the General 
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lectric Company had a very interest 
ing, and to us at that time a very 
up-to date exhibit of electrical cook 
ing devices, and I am sure that at 
that time thev had the cabinet which 
they called a range 

Joun F. GILtcurist 
ic’ President, 


Commonwealth Edison Co., Chi ago 


Kansas Survey 


Mr. G. E. STEDMAN 
Electrical Merchandising 
I have read with considerable inter- 
est your article on Electrical Mer- 
chandising Survey of Kansas City. I 
wish to take this opportunity to con- 
gratulate you and your firm in taking 
an active leadership in research pro- 
grams of this character and magni- 
tude. Certainly the information se- 
cured is of vital importance. If avail- 
able I would like very much to secure 
blanks of each of the questionnaire 
forms used in conducting this project. 
I wonder if I might inquire as to 
the arrangements which were made 
with the Kansas City Power and 
Light Company, and whether or not 
similar surveys might be undertaken, 
under your sponsorship, in other cities 
of the United States. 
J. M. Crann, Manager, 
Research and Clerical Division 
New Orleans Public Service, Inc. 
New Orleans 


“Use Saving’ Defined 


May 4. 1937 
To the Editor:— 

In your January issue appears an 
article by John H. Knapp entitled 
“What The Public Wants”. In the 
survey on Washers, and also in the 
one on Ranges, there appears a buy- 
ing influence entitled “USE SAV- 
ING” 

Can you clarify this term for us 
more exactly ? 

We will appreciate your prompt 
reply. 

S. J. Hires 
Lands ag? & Warman Inc. 
Buffalo, N. Y. 


We should have had an explan- 
atory foot note on this, I suppose, 
but it has come to be rather fre- 
quently used in the sense of the 
dollar economies possible with 
ranges, refrigerators, and washing 
machines. As for instance, the dif- 
ference between laundering at home 
with a washer and having the laun- 
dry done by a commercial laundry 
will produce a use saving of $75 to 
$100 a year. Home baking and home 
canning and the preparation of other 
foods commonly bought already pre- 
pared will show a use saving of a 
substantial amount over a year. 
Also quantity buying will show a 
substantial use saving in a year 
through the use of an electrical re- 
frigerator. 


ED. 
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The Merchandising Month L. Moffatt 


Electrical Equipment is Built in These: 
High Priced Homes By Laurence Wray. 
Low Cost Housing By John S. Bartlett 


Something About Women Gerald £. Stedman... 


Women initiate the purchase of electrical equipment, says Mr. 
Stedman. Understanding them better will help you in selling. 


The Four Months’ Figures Marguerite Cook. 
Figures and charts on the trend of the appliance hhisfiiis for 1937. 


An Action Display That Talks sy |. C. Cochrane 


Details on building a new kind of display that focuses attention on 
electric ranges, refrigerators and other major appliances. 


Taking the Mystery Out of Water Heaters 
An experience story from the Utah Power & Light Co. 


Finance Houses Battle Banks for Instalment Paper 


By T. F. Blackburn 
Limited recourse is the latest weapon of the banks. 


Drive Out and Save 


Store location was turned into an asset here. 


Teaching Them to Sell By Laurence Wray 
A portfolio of candid camera shots of Sam Vining 


—And Now the Stoker ay A. 8. Conklin 


A dealer's experience in stoker selling that should be snagliatiiond, 


What to Do When You Have No Users 


Attract attention to yourself is the rule of this Kentucky Sede: 


Remodeling for Sales 

The Selling Hall of Fame 
News—People, Products, Plans. 
Fairbanks Morse Introduce New Models 
New Positions of the Month. 

A Review of New Products.. 


Service Section 


H. W. MATEER 
Manager 
ANNA A. NOONE, Home Appliance Editor 

MARGUERITE COOK, Market Analyst 
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Slightest pressure (push or pull) on Lovell 
Release Bar releases pressure and unlocks Reset 
Lever—does not “jump” out. 


Easy pressure of one hand on Lovell Reset 
Lever replaces wringer top. (Long lever type.) 


Pioneered by Lovell, the reset lever is one of the more recent 

improvements in wringer design. It saves the user both time and 
energy—provides extra convenience by simplifying replacement of the 
wringer top after the pressure release has been used. 


A single movement of the Lovell reset lever quickly replaces the entire 
top-assembly with all parts in correct operating position and without 
changing the pressure adjustment. No loosening and subsequent re- . 
tightening of the pressure screw are necessary. Reset Lever in locked position with wringer 
ready for use. 


The Lovell Wringer provides many outstanding advantages that com- 
bine to make this world-famous product the preferred means of extract- 
ing water, soap, dirt, and lint without injury to the most delicate fabrics. 


Fifty-five years of wringer-building experience, the world’s finest 
facilities for complete wringer manufacture, a product noted for its uni- 
. formly fine performance, plus persistent advertising of Lovell advantages 
to millions of prospects, have created for Lovell-equipped washers a 
measure of public acceptance that greatly simplifies the selling effort. 


THE LOVELL MANUFACTURING COMPANY 
ERIE, PENNSYLVANIA 


Short lever type of Lovell Reset provides many 
of the convenience features of the long 
lever type. 


Mm) PRESSURE CLEANSER | 
CLOTHES WRINGERS 
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It’s the 
Refrigerator 
Sales Sensation 
of the Year! 


and ONLY FRIGIDAIRE HAS THE NEW 


ALL-METAL QUICKUBE TRAY 


WITH THE 


INSTANT CUBE-RELEASE 


Ice freezes faster in metal trays. Every ice tray 
is a fast- freezing ALL-METAL QUICKUBE 
TRAY. Instantly releases ice - cubes, two 
or a trayful. Yields 20% more ice by ending 
waste and nuisance of melting under faucet. 
Big, solid cubes every time—in record time! 
The greatest advance in ice convenience 
since the first 
Frigidaire! 


CG 


Only Frigidaire with the Meter- 
Miser has these Important 
Sales Advantages 


METER - MISER — Simplest 
Mechanism ever built 
NEW ALL-METAL QUICKUBE TRAY with 
the INSTANT CUBE-RELEASE 
|FOOD-SAFETY INDICATOR ON OUTSIDE 
OF DOOR 
| AUTOMATIC TRAY-RELEASE 
F-114—The Safe Low-Pressure Refrigerant 
9-WAY ADJUSTABLE INTERIOR— 
2-Way Frozen-Storage Compartment 
2-Way Cold-Storage Tray 
3-Way Sliding Shelf 
2-Way Multi-Storage Section 
PRODUCT OF GENERAL MOTORS 


Refrigerating 


— 


TERK 


...and 


ONLY FRIGIDAIRE DEALEI 


can cash in on Frigidaire’s Biggest 
Mid-Summer Campaign, featuring 
... the spectacular, amazing 


FRIGIDAIRE ICE-ABILITY DEMONSTRATI 


@ Keeping the fast-selling pace that has already brok 
sales records, Frigidaire dealers are now winning moré 
with a spectacular activity that dramatizes Frigidaire’s G 
Ice-Ability. ... Demonstration after demonstration giv4 


deniable Proof of the most complete ice service ever k 

Only Frigidaire dealers can stage such a dramatic exhih 
Because only Frigidaire has the Meter-Miser that cuts th 
of making more ice faster. Only Frigidaire has the Quil | 
Tray with the Instant Cube- Release. 


FRIGIDAIRE DIVISION 
General Motors Sales Corporation, Daytco 
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JAC " E ET! OD SAFER...and 
JRRE. 
j 
Simples Refrigerating M. hanisy, Ever Builts 
An actual electric Meter tese Proves that this Marvelous Cold. 
Making Produces tans of Cold on a trick]. of electricity, 
Thus it keeps food Safer, freezes More ice, faster _ Yet slashes 
Currene COst to the bone in hottese Weather. Has Only 3 
MOving Parts, "cluding the MOtor. Quier, UNSeen, "Touble-freg 
Protected for 5 Years @Zainse S€rvice ©xPense, 
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